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The commissioning company BNR Global is an international food trading and export-
ing company located in North Carolina, USA. The new soy-based, highly nutritious 
drink powder product is proposed in the company project. The objective of the thesis 
is to identify non-governmental organizations (NGOs) and charity organizations who 
could distribute a new product to help malnourished children. In order to achieve this 
objective, the research question was to define the business model, analyze the possible 
distribution of the new product, and recommend financial plan for the project. Fur-
thermore, the market demand was estimated for Guatemala, Haiti, and Honduras. 
 
The theoretical review considered the business model, distribution channels, industry 
analysis, value proposition, and target markets.  
 
The empirical analysis involved collecting and analyzing primary and secondary data. 
The survey of NGOs was included. The secondary data was collected from the corre-
spondence with the U.S. Department of Agriculture (USDA) officers, U.S. Embassies’ 
officers and attachés.  
 
The thesis was conducted from summer 2012 to fall 2012 and completed according to 
the company’s schedule.  
 
The main results of this thesis included the design of a distribution channel from man-
ufacturer to NGOs, and project funding. Furthermore, target market analysis, competi-
tor profiles and value proposition were clarified.  
 
The thesis was done independently with the list of the contents included. The proce-
dures of good practice and scientific approach were applied in the thesis.  
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1 Introduction 
To provide a life free from malnutrition, the commissioning company BNR Global 
pursues the “Delicious Nutritious Drink Mix for children” project. This involves feed-
ing children in malnutrition with soya-based drink powder. 
 
Malnutrition is more than hunger, as malnourished children are often painfully hungry. 
Causes of malnutrition include disease, poverty and food shortages. Every hour of eve-
ry day, 300 children die because of malnutrition. Tonight, one in seven kids in the 
world will go to bed hungry. (Save the Children 2012.) Almost one billion people, 
more than one seventh of the world, suffer from chronic hunger, while more than 3.5 
million children die each year from undernutrition (Feed the Future 2012). 
 
This thesis is commissioned by BNR Global. It will provide the foundation for the 
“Delicious Nutritious Drink Mix for children” project to develop. Soya based products 
supplied as food-aid items can help fight malnutrition and save children. The company 
is looking to commercialize the product but also distribute it as a food aid item.  
 
1.1 Objectives 
The primary objective is to define the business model for the target market. BNR 
Global needs to know the market of soy-based product, what countries are suffering 
acute malnutrition and who is aiding them. The thesis looks closely into the countries, 
which are demanding soy-based, highly nutritious drinking products. 
 
The second objective is to anticipate the market competition through an industry anal-
ysis and to understand how competitors are performing in the countries where BNR 
Global has potential. Furthermore, the company needs to evaluate its core compe-
tence, and value proposition. 
 
The third objective is to analyze the suitability of the soya product. 
 
The fourth objective is to understand the distribution and identify the distributors. 
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The last objective is to research the financial grants system and project financing. In 
particular, this will support the organization of United States (U.S.) governmental grant 
programs for contract manufacturing and distributors. 
 
1.2 Research questions 
 
 
 
 
 
 
 
 
 
 
Figure 1. Research question and supporting investigative questions. 
 
The research question is “How to Finance and Distribute a Nutritious Drink Powder 
to Malnourished Countries?”. The investigative questions come in handy to support 
the main research question. They are placed in order of priority. 
 
1. What is the greatest demand for nutritious drink products?  
2. Which companies are currently supplying nutritious drink products?  
3. Are BNR Global’s products suitable for the market? 
4. Which NGOs are engaged in the market? Are the NGOs involved with distribution? 
5. Which financial grants and funding sources are available? 
 
The rational for this research is the availability of market competition and nutritious 
drink products. 
 
1.3 Scope of the study 
The study focuses on providing answers to the research questions. Distinct strategies 
such as competitive and growth strategies are excluded because strategy development 
Research question 
Question 1- Target market selection 
Question 2 - Industry analysis 
Question 3 - BNR Global’s product 
value 
            
Question 4 - Distribution channel 
Question 5 - Project funding 
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belongs to the company ongoing planning and decision. Besides, since the company 
product has been only introduced to the media, the economic model and external 
processes are not covered. 
 
1.4 Structure of the report 
The study aims to answer the research question supported by all above-mentioned in-
vestigative questions in a logical order for a clear structure. Ghauri and Grønhaug 
(2010, 17) advised that theory should precede observations. Theoretical review and 
research methodology are presented first and they will then be followed by  findings, 
observations and recommendations. The theoretical framework chapter focuses on 
presenting the relevant theory about business model, industry analysis, firm’s analysis, 
and distribution channel.  
 
The second chapter gives general information about the case company’s new product 
and business project. The third chapter contains the theoretical review of the study. 
The fourth chapter presents the empirical study comprising the research methodology 
for data collection and analysis and the findings. The last chapter is to draw the results, 
discuss the research reliability and validity, and give ethical point of view and reflective 
opinions. 
 
1.5 Concepts 
Since the thesis incorporated a lot of concepts and used the concepts, it is necessary to 
interpret the meaning of the concepts which are only of the food industry. The 
concepts are needed for the discussion about feeding children with food items. The 
health and nutrition concepts are presented and followed by the product concept, and 
business concepts which are divided into categories. 
 
A business model is a conceptual tool that contains a set of elements and their 
relationships and allows expressing the business logic of a specific firm (Osterwalder, 
Pigneur & Tucci 2005, 7).  
 
 4 
1.5.1 Health and nutrition 
Malnutrition is the condition that develops when the body does not get the right 
amount of the vitamins, minerals, and other nutrients it needs to maintain healthy 
tissues and organ function. Malnutrition occurs in people who are either 
undernourished or overnourished. (Medical Dictionary 2012.) Thus, there is basically a 
slight difference between malnutrition and undernourishment. 
 
Malnutrition is measured through the relationship of weight and/or size with age of 
the child. While chronic malnutrition is an irreversible condition, acute 
malnutrition points to a present condition that can be reversed with adequate 
nourishment. (Unicef 2005.) Malnutrition can be recognized by body measurements, 
certain clinical signs (as below), clinical signs and demographic statistic. Body 
measurements are required for objective assessment of nutritional status and 
comparison with regular surveillance data. (DART 2012, III-26.) Effects/ Indicators of 
malnourishment in children are remarked: 
 
– Signs of marasmus, kwashiorkor,  
– Increased illness among children, (DART 2012, II-32.) 
– Mortality and morbidity rates, 
– Children are stunted, thus their body and brain has failed to develop properly 
because of malnutrition, 
– Nutrional and nutrient deficiencies. (Medical Dictionary 2012.) 
 
Malnourished children are the children who suffer from the effects of malnutrition 
(described above). They may be short for their age, thin, listless, and have weakened 
immune systems. (Medical Dictionary 2012.) 
 
Malnourished countries in this report are the countries where there are a significant 
number of malnourished children. They are also referred as needy countries in the 
discussion.  
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Third world countries include most of Africa, Latin America, and Asia (Tomlinson 
2003, 308). The report does not use this term as a stereotype but considers it as the 
other way to refer to the market. 
 
Poor countries in the glance of the researcher are the countries that undergo the 
shortage of food supplies substantially. They have poor infrastructure conditions with 
which the food-aid distributors have to deal. 
 
Nutritional content refers to the substances in foods that give energy and improve 
child health. The heavier the vegetables are, the higher the nutrient content is. That 
means they have more vitamins, minerals and contain enzymes. Nutrient density 
refers to the amount of nutrients for the given volume of food. Foods that are 
nutrient-dense contain a lot of nutrients, typically with fewer calories. (Living Food 
Farm 2012.) 
 
1.5.2 Product 
Soy based drink powder (mix) is a ready-to-use powder containing rich soy to 
provide a high amount of calories and protein for children. It is very easy to use by just 
adding some water. 
 
1.5.3 Market 
Market potential is the limit approached by market demand as industry marketing 
expenditures approach infinity for a given marketing environment (Kotler & Keller 
2009, 152).  
 
Market demand for a product is the total volume that would be bought by a defined 
customer group in a defined geographical area in a defined time period in a defined 
marketing environment under a defined marketing program (Kotler & Keller 2009, 
151). 
 
A target market is part of the qualified available market the company decides to 
pursue (Kotler & Keller 2009, 150). 
 
 6 
A market opportunity according to Kotler and Keller (2009, 90) is an area of buyer 
need and interest that a company has a high probability of profitably satisfying. 
 
Market segment, defined by Kotler and Keller (2009, 82), is the type of market or 
customers a company will serve. 
 
1.5.4 Logistics 
Logistics is essentially a planning orientation and framework that seeks to create a 
single plan for the flow of products and information through a business (Christopher 
2011, 2).  
 
The mission of logistics management is to build the link between the marketplace 
and the supply base (Christopher 2011, 11).  
 
Global consolidation occurs as managers seek to make the best use of their assets 
and to secure the lowest-cost resources (Bloomberg, LeMay & Hanna 2005, 294).   
 
Outsourcing is an allocation of specific business processes to a specialist external 
service provider (Flatworldsolutions 2011). 
 
1.5.5 Supply chain 
Supply chain network is a network of connected and interdependent organizations 
mutually and co-operatively working together to control, manage and improve the flow 
of materials and information from suppliers to end users (Christopher 2011, 4). 
 
A supply chain is defined as a network of partners that produces raw materials, 
subassemblies, and ﬁnished products, then distributes them via various sales channels 
to customers (Hausman 2011, 3).  
 
According to Kotler and Keller(2009, 501), supply chain management starts before 
physical distribution (the distribution of product) and means strategically procuring the 
rights inputs(raw materials, components and capital equipment); converting them 
efficiently into finished products; and dispatching them to the final destinations. Kotler 
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and Keller(2009, 501) asserted that, supply chain management is broader and more 
modern than logistics management. 
 
The organizational distributors in this thesis are the non-governmental 
organizations (NGOs) of all types, who can assist the distribution of the product 
through their food-aid programs. They are grouped together and positioned as the 
buyer and distributor of the product. Basically, the organizational buyer is considered 
as the food-aid distributor. The institutional buyer (schools, hospitals, nursing 
homes, and churches) is categorized into the same group to ease the discussion. 
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2 Description of  the case company 
2.1 Overview 
BNR Global Co. is a small sized food trading and exporting company located in North 
Carolina in the United States of America (USA). The company has its goal to make 
profit and help fight malnutrition in the world. Since 1995, BNR Global has been 
providing American quality food to international markets enabling the distributors to 
grow and prosper. Over 16 years experience in the food export business as a trading 
company, the company has a diverse line of products including bulk and packaged 
dried foods, seasonings, nuts, candies, snacks and beverages. We also have the ability 
to customize many of our offerings to suit local tastes. (BNR Global 2011.) 
 
To the researcher’s knowledge, the main markets BNR Global is selling to are South 
America, Asia and Caribbean Basin. The company receives a lot of inquiries and 
requests from everywhere in the world. The extensive lines of products like Maltesers 
(malted chocolates & cakes in various types) are supplied to Middle East and some 
European countries; instant mashed potatoes, pasta dinner kits (noodles), oatmeals, 
bread mixes, fish batters, chicken batters, muffin mixes, and biscuit mixes are exported 
to Caribbean countries and some Asian countries. 
 
2.2 Activities 
Within 17 years since established, the company has sold lots of dried foods and food 
products (chips, snacks, powders, seasonings, and dressings) in big volume to many 
countries. Products can be consolidated on the East or West Coast of the USA for 
customers’ pick up OR ship direct to customers’ port (BNR Global 2011). Main 
customers are distributors, food importers and resellers in private sector. The company 
also has customers from governmental, military and non-governmental sectors.  
 
BNR Global is a supporter of Stop Hunger Now. Stop Hunger Now is an international 
hunger relief organization that coordinates the distribution of food and other life-
saving aid around the world. The organization is driven by a vision to end world 
hunger in our lifetime and a mission to provide food and life-saving aid to the world’s 
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most destitute and hungry in the most sustainable, efficient and effective manner. 
(BNR Global 2011.) The company, particularly, has a food campaign to assist the 
organization with a plenty of food items and products. 
 
Priority in business planning 
BNR Global is changing selling direction to focus on selling to the NGOs and charity 
organizations as to help the poor and expand the company's business (Rieke, P. 
22.6.2012). The company expects my thesis to include research and application, so that 
the thesis can be helpful and interesting. 
 
BNR Global started the business project by researching a new food product for third 
world distribution and consumption. The product will be used by various organizations 
to fight malnutrition and starvation. As to have everything in place, such as formula, 
manufacturing, packaging and more supports, the company is researching currently the 
creation, distribution and financing of a nutritious soy-based drink powder in bulk for 
distribution in poor countries through governmental and non-governmental 
organizations. Main thing we are seeking now is subsidy monies to get started so that 
we can sell to non-governmental agencies, relief organizations, and charity 
organizations (Rieke, P. 25.6.2012).   
 
Besides the fact that there are lots of malnourished children in poor countries, the 
company has some information due to previous market research and correspondence 
with Agricultural specialists. The company estimates that the demand can be very huge. 
The creation of a soy-based, highly nutritious drink powder mixes for relief organiza-
tions appears to be greatly needed (Rieke, P. 26.6.2012). The need to have a clear plan 
for the distribution and financing was addressed in the discussion between the re-
searcher and Rieke (P. 26.6.2012), the company commercial director. The collective 
results will respond to the need, and develop the business project. The company will 
have a clear image about the target market, the distribution channel and the financial 
grants to subsidize for the production and distribution. This is important for the com-
pany as the project is to convey the innovative product value to the market. The prod-
uct will be created uniquely and deliberately based on the collective results. 
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2.2.1 Proposed product 
Having experience in customizing, packaging and providing drink powder assorted as 
instant coffees, instant teas, and powdered cold drink mixes, BNR Global is 
researching to make soya-based, highly nutritious drink powder mixes for third world 
distribution and consumption. We are looking at creating this product with name 
JuicySoy in two versions to supply retail outlets and institutional outlets world-wide. 
One is for retail and one is for alleviating malnourishment. Retail is better for some 
countries like Belize where malnutrition is not critical. A product of soy drink powder 
is being invented to respond to immediate needs of children. Furthermore, the product 
can be developed to meet the consumption of children by age, by gender or by special 
diet and conditional feeding due to malnutrition assessment.  
 
2.2.2 New production line project 
Soy-based drink powder mix is considered as a new line of product. There are many 
soy-based drinks out there but we will have ours different as it will be just the right 
high protein, high fat, high calorie and fortified with minerals and vitamins that third 
world poor countries can feed their starving kids and build them up quickly with 
healthy bodies (Rieke, P. 25.6.2012).  
 
Children in need of nutritious foods are addressed in the emergency response of Non-
Governmental Organizations (NGOs), relief and charity organizations. In this business 
project, BNR Global’s efforts are to support the food-aid organizations with a plentiful 
supply of soya based drinking powder product. The project is not only bringing the 
product to children through NGOs but actually bringing about changes to the poor 
countries and their children.  
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3 Literature review 
The study embraces the theory about the business model as a pillar for the empirical 
analyses. The business model and the important components within it are investigated.  
 
3.1 Business model 
The business model has been referred to as architecture, design, pattern, plan, method, 
assumption and statement (Morris, Schindehutte & Allen 2005, 727). It is indeed about 
how a business works as a system. There are various definitions about the term 
business model. Osterwalder, Pigneur and Tucci (2005, 5) stated that a business model 
is a description of the value a company offers to one or several segments of customers 
and of the architecture of the firm and its network of partners for creating, marketing, 
and delivering this value and relationship capital, to generate profitable and sustainable 
revenue streams. They summarized the business model components (Table 1) and 
proposed Nine Business Model Building Blocks. 
 
Table 1. Business model pillars and their building blocks (Osterwalder et al. 2005, 18). 
 
 
Morris et al. (2005, 727) used other words to define a business model. A business 
model is a “concise representation of how an interrelated set of decision variables in 
the areas of venture strategy, architecture, and economics are addressed to create 
sustainable competitive advantage in defined markets”. It has six fundamental 
components: Value proposition, customer, internal processes/competencies, external 
positioning, economic model, and personal/investor factors. (Morris et al. 2005, 728.) 
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Figure 2. Fundamental components in a business model (Morris et al. 2005, 728). 
 
The components of a business model in Table 1 (implied by Osterwalder et al.) are 
selected (according to Morris et al. ’s definition) and incorporated (Figure 2). The pro-
gression of business model study is investigated for the stages in designing a business 
model for the case company. 
 
Figure 3. Evolution of Business Model Concept (Osterwalder et al. 2005, 11). 
 
The elements of a business model have been listed in many definitions above. They 
will be described in details by inspecting and analyzing each of them and finding the 
link among them. Then, they will be incorporated to build a concrete business model 
as an application of the business model concept. In the context of this study, the 
business model (Figure 2), as incorporated as a framework, is designed to answer a 
series of research questions. The study focuses on building a business model (Figure 3) 
Innovative bu-
siness project 
Value proposi-
tion/Product creation 
 
Target mar-
ket/Customer seg-
ment 
Internal processes/ 
Competencies 
 
External 
processes(positioning
/growth strategies) 
Investor factors/ 
Financial aspects 
Economic model 
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for an exporting company in food industry. This is important for the company to 
ascertain the way it can continue for the development of the business project. The 
research findings and the application of the literature review about business model will 
be presented as to build up a concrete business model for the case company.  
 
3.1.1 Market selection process 
Many companies have moved into exporting and international marketing in a piece-
meal and unplanned manner (Albaum & Duerr 2011, 277). A proactive market selec-
tion can help the company actively identify the target market and customer segment. 
Albaum and Duerr (2011, 277) implied that the proactive market selection process is 
marketing oriented and formal. The market research is necessary for the application of 
the process. It investigates the market opportunity, target customer and the segment. 
In an international business project, the market selection process will be then followed 
by the selection of the export entry mode. 
 
Market opportunity and target customer 
Understanding the current situation of the market is important. Answers to questions 
like how we define the market, how big it is and how fast it is growing are addressed in 
a market study (Kotler & Keller 2009, 151). Besides, the market demand should be 
estimated. In food industry, market demand for the supply of basic food is often regu-
lar. The response to the market demand is basically the supply of food-aid items. When 
the supply for market demand is uncertain, the market study in terms of researching 
the available products, the competitors in a specific product category, and evaluating 
the market competition is essential. The evaluation of the company resource and com-
petence is then needed for the company to adjust the supply capacity and the distribu-
tion of the product to the countries where the demand is high but the supply and the 
competition are small. 
 
Once the firm has esteemed the essentials of the market for its new product through a 
market study, it must decide the target market. According to Kotler and Keller (2009, 
150), the company cannot make consistent decisions about product assortment, adver-
tising messages and pricing until the company defines and profiles its target market. 
Many companies are even slicing the market into fine and finer segments, and trying to 
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provide a more relevant set of offerings to exploit niche markets, where they can bring 
the best product value and gain a lot of sales. 
  
Market segmentation and market niche 
When the target market is selected, the company needs to have a clear picture about 
the prospective buyer and the ultimate customer. In order to achieve this, many com-
panies consider segmenting the market. They are adapting to the business environment 
and dealing with the customer quite well since they have a clear focus of their market 
segment. This allows them to become specialized and exclusive in the target market. 
For instance, Goodyear makes only tires and Kellogg serves primarily cereal products. 
Since a market segment consists of a group of customers who share a similar set of 
needs and wants, the segmentation should be customer centric (Kotler & Keller 2009, 
82). The way they segment their market is ranging from product characteristics to cus-
tomer characteristics. The company that is driven by product characteristics tends to 
have more attention to the industry and the value proposition. This is followed by the 
responsiveness, adaptation and/or differentiation of the company’s strategy for its of-
ferings. In the study, the case company has its offering invented and driven by custom-
er characteristics. Customer characteristics are portrayed by the environment of the 
market (demographic factors, and geographic factors) and customer behaviors. Based 
on this, the company tends to identify the customers and group them for a market 
niche as for a better response to their needs. A niche, according to Kotler and Keller 
(2009, 249), is a more narrowly defined customer group seeking a distinctive mix of 
benefits. 
 
Geographic segmentation 
Geographic segmentation calls for dividing the market into different geographical units 
such as nations, states, regions, counties, cities or neighborhoods (Kotler & Keller 
2009, 253). The geographic segmentation depends upon the proximity of the market 
and the degree of accumulated experiences the exporter has in collecting data on a set 
of general market indicators (Albaum & Duerr 2011, 284). The case company can op-
erate in one or a few areas but pay attention to local variations. A good example of the 
practice is that, local managers of Kmart and Sears, major U.S. retailers, are allowed to 
stock products that suit the local community. Albaum and Duerr (2011, 288) remind 
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that the significant trends and changes of the market should be considered in the anal-
ysis. 
 
Demographic segmentation 
The market is divided into groups on the basis of demographic variables such as age, 
family size, gender, generation and so on. Demographic variables are so popular with 
marketers. The reason behind is that, they’re often associated with consumer needs and 
wants. (Kotler & Keller 2009, 255.) The demographic variables are among the most 
popular bases for segmenting customer. They are clearly helpful for defining the target 
customer. 
 
Export entry modes 
When the market research is covered for the selection of the target market, the 
company who wants to conduct an international business needs the export entry mode. 
There are various exporting approaches and each of them has its specific role as well as 
advantages and disadvantages. The exporting approach (Figure 4) is selected and 
reviewed in this study as for the later discussion of the exporting method of the case 
company.  
 
Figure 4. Illustration of the export approaches related to the company’s business 
project. 
 
Directing exporting is an exporting method where the company is directly 
communicating with the distributors or the customers. In indirect exporting the 
company has always intermediaries who take care of the international markets. 
(Czinkota & Ronkainen 2007, 288.) Indirect export occurs when the firm uses 
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independent organizations to facilitate the exporting (Albaum & Duerr 2011, 446). 
Both methods have own advantages and different disadvantages, according to 
Czinkota and Ronkainen (2007, 289-290), but they share the same challenge of supply 
chain management (SCM) (Table 2). Finding and building up the distribution of 
products and distribution channel are a giant challenge. A good practice of seeking and 
maintaining relationships with distributors is usually required. 
 
Table 2. The advantages and disadvantages of exporting method. 
Exporting approaches Advantages Disadvantages 
Direct export - Good control of 
products. 
- The decision making 
process can have effect. 
- The distribution can be 
simplified by taking off 
warehousing and inventory 
activities if the product is 
made-to-order. 
- It’s time consuming and 
costly if the company has 
to do all exporting and 
logistics activities. 
- It requires market 
experience, good practices 
in SCM and follow-up 
activities. Follow-up with 
trade leads takes a lot of 
time. 
- Hard to quickly respond 
to the customer’s demand. 
Indirect export - Professional assistance 
from the distributors, 
concerns about logistics 
activities can be relieved. 
- Benefit from distributors’ 
knowledge, local 
acquaintance, marketing 
plan and their distribution. 
network. 
- Loose control over the 
product. 
- Marketing and logistics 
actions abroad are used to 
be hard practices. It is not 
easy for the company to 
integrate and participate on 
them. 
- It requires market 
experience, good practices 
in SCM and follow-up 
activities. Follow-up with 
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trade leads takes a lot of 
time. 
- Hard to quickly respond 
to the customer’s demand. 
 
After identifying the target market and exporting methods (Figure 4), the companies 
still have strategic planning to do concerning for example whether to customize their 
product offerings with regards to local tastes (the case company) or preferences. Many 
companies prefer to standardize their product because of cost-saving in packaging, 
branding and marketing. 
 
3.1.2 Industry analysis 
The industry analysis is reviewed through products’ profiles, competitors’ profiles and 
Porter’s 5 forces analysis to analyze the competitors who are trying to satisfy or 
satisfying the same customer needs as the firm is doing. The purpose is to help the case 
company understand the competion in the market. Five forces are identified to 
determine the market segment: industry competitors, potential entrants, substitutes, 
buyers and suppliers. Kotler and Keller (2009, 334-335) based on Porter (1985) ’s 
analytical model to describe the five forces (Figure 5). The five forces were used as a 
tool to analyzing the competitors and the competition existing in the market.  
 
1. Threat of intense market rivalry- A market is unattractive if it already contains 
numerous, strong or aggressive competitors.  
2. Threat of new entrants- which is about the entry barriers. The most attractive is one 
in which entry barriers are high and exit barriers are low. 
3. Threat of substitute products- A market is unattractive when there are actual or 
potential substitutes for the product. Substitutes place on a limit on prices and on 
profits. 
4. Threat of buyers’ growing bargaining power- A market is unattractive if buyers 
possess strong or growing bargaining power. 
5. Threat of suppliers’ growing bargaining power- A market is unattractive if the 
company’s suppliers are able to raise prices or reduce quantity supplied. 
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Figure 5. Porter’s Five Forces Model of Competition (Kotler & Keller 2009, 335). 
 
3.1.3 Value proposition 
Companies address customers’ needs by putting forth a value proposition defined by 
Kotler and Keller (2009, 53) as a set of benefits that they offer to customers to satisfy 
their needs. In order words, through market offerings, the company creates and pro-
poses a value. The value creation and delivery sequence (Figure 6) can be divided into 
three phases: choosing the value (this is where market segmentation takes place and the 
formula “segmentation, targeting and positioning” presents as the essence of strategic 
marketing), providing the value (product features, prices and distribution), communi-
cating the value (sale promotion and advertising). (Kotler & Keller 2009, 55.) 
 
 
Figure 6. Value creation and delivery sequence (Kotler & Keller 2009, 36). 
 
The value delivery process in Webster’s view involves value-defining processes  (mar-
ket research and company self-analysis), value-developing processes (new product de-
velopment, sourcing strategy, and vendor selection), and value-delivering processes 
(advertising and managing distribution). Value chain is a tool for identifying ways to 
create more customer value. (Kotler & Keller 2009, 75.) It is integrated in the 
Potential entrants 
(Threat of mobility) 
Suppliers 
(Supplier power) 
 
Substitutes 
(Threat of substitutes) 
Buyers 
(Buyer power) 
Industry competitors 
(Market rivalry) 
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company’s value proposition. Value chain analysis consists of primary activities and 
support activities (Kotler & Keller 2009, 76). The analysis of manufacturing-style is the 
most related to the case company with primary activities for the current business 
project: production design and development, supply, operarations, distribution, 
marketing and sales. However, it is a variation of that style because as a trading 
company, the case company has very few activities on warehouse and inventory. 
Maintaining warehouses and inventory is quite expensive. 
 
Figure 7. A more ‘simplified’ version of value chain (Svend 2008, 38). 
 
The figure above (Figure 7)  discusses the business processes from innovating a new 
offering to actually offer it to the customers. A simplified version of value chain analy-
sis looks a lot easier to explain and integrate the upstream and downstream activities. 
This version is helpful to draw a picture on how the business model works in practice. 
It is a composition of R&D (technology, patents, product design and quality), produc-
tion planning (production technology and material flow) and management (quality con-
trol and manufacturing cycles), marketing (a convergence of market analysis, pric-
ing/quoting for the offerings, branding, and advertising), sales and service (sales activi-
ties, logistics and delivery). These processes are involved in any business. The value 
chain, material flow (production management), information flow, financial flow and 
physical flow (supply chain management) of the product are detailed functionally in the 
framework.  
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Product function analysis 
The method is to identify, analyze and specify systematically the job, task or function 
which has to be performed by the company’s product. (Kaufman & Woodhead 2006). 
In order to analyze the product function, the researcher needs to identify customers, 
users or performers’ of the function, and gather information by interviewing and ob-
serving them (Pulkkinen 2011). Key determinants consist of the value produced as an 
outcome, the success criteria, inputs and cost. The success criteria are considered in 
terms of value-added cost, value for money, speed, and consistency of performance. 
 
3.1.4 Supply chain management and logistics 
Once the company has identified the target market and target customer and perceived 
its value creation, the company by then has to think of supply chain and market-logistic 
decision. According to Christopher (2011, 3), supply chain management is the 
management of upstream and downstream relationships with suppliers and customers 
in order to deliver superior customer value at less cost to the supply chain as a whole. 
Each of the organizations in the chain are dependent upon each other in today 
business (Christopher 2011, 13). The supply chain perspective can help a company 
identify superior suppliers and distributors and help them improve productivity, which 
ultimately brings down the company's costs. An external integration (Figure 8) of the 
supply chain is expected as a result for the case company because the company 
positions in between the producer and the distributor (the customer of the company). 
 
 
 
Figure 8. External integration (Christopher 2011, 14). 
 
Market-driven supply chain 
“Most traditional suppy chains were designed to optimize the internal operations of the 
supplying company. The old approaches did not come anywhere close to being 
‘customer centric’. The new perspective, market-driven supply chains, sees the 
customer not at the end of the supply chain but at its start. In effect this is the 
philosophical difference between the supply chain management and what more 
Customers Suppliers Internal supply chain 
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properly might be called ‘demand chain management’.” (Christopher 2011, 38.) This 
perspective is considered in analyzing for a supply chain of the case company. 
 
“Managing demand chain is fundamentally different to managing supply chains. It 
requires turning the supply chain on its head, and taking the end user as the 
organization’s point of departure and not its final destination.” (Christopher 2011, 38.) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 9. Linking customer value to supply chain strategy (Christopher 2011, 39). 
 
The sequence of actions (Figure 9) begins with an understanding of the value that 
customers seek in the market in which the company competes. This customer insight 
will enable the identification of the real market segmentation. (Christopher 2011, 38.) 
When the question of what the customer value is answered, the next sequence is to 
define the value proposition by translating the customer’s requirements into an offer. 
The third sequence is to clarify what it takes to succeed in the market. Last sequence is 
to answer a question how the company delivers against the proposition. (Christopher 
2011, 39.) 
Identify value 
segment 
Define the va-
lue proposition 
Identify the 
market winner 
Develop the 
supply chain 
strategy 
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Logistics 
The scope of logistic spans the organization, from the management of raw materials 
through to the delivery of the final product. Logistic management, from this total 
systems viewpoint, is the means whereby the needs of customers are satisfied through 
the co-ordination of the materials and information flows that extend from the 
marketplace, through the firm and its operations and beyond that to suppliers. To 
achieve this company-wide integration clearly requires a quite different orientation than 
that typically encountered in the conventional organization. (Christopher 2011, 11.) 
Total systems concept is illustrated below (Figure 10). 
 
 
 
 
 
Figure 10 Logistic management process (Christopher 2011, 11). 
 
In this study, market logistics (Figure 11) is reviewed with a supply chain perspective to 
support the finding concerning the distribution through NGOs and the company’s 
decision. Market logistics includes planning the infrastructure to meet demand, then 
implementing and controlling the physical flows of material and final goods from 
points of origin to points of use, to meet customer requirements at a profit (Kotler & 
Keller 2009, 501). The business model will work just fine when the company has these 
areas in place for market-logistic decision. 
 
 
 
Figure 11. Elements of market logistics decision (Kotler & Keller 2009, 502-508). 
 
The target market defined previously is the first element of the market logistics 
decision. Product mix is also called product assortment, an assortment of products to 
Materials flow 
Requirements information flow 
Suppliers Procurement Opera-
tions 
Distribution Customers 
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be sold to customers. Order processing is about order-to-payment cycle that most 
companies today are trying to shorten. The longer this cycle takes the lower the 
customer’s satisfaction and the lower the company’s profits (Kotler & Keller 2009, 
504). When the order are processed, the finished goods often stored in warehouse will 
be sold to customers. Warehousing which is used to be of companies’ activities as the 
production and consumption cycles don’t often match. The leftover products are kept 
as inventory to supplement the order when needed and prevent stockout but keeping 
them as inventory is costly. Inventory levels represent a major cost. Kotler and Keller 
(2009, 504) assert that inventory decision making requires knowing when and how 
much to order. They also advise that transportation choices will affect product pricing, 
on-time delivery performance, and the condition of goods arriving on customers’ 
ports. 
 
Outsourcing 
Christopher (2011, 183) noted that, one of the greatest changes in the global business 
today is the trend towards outsourcing. Outsourcing is a good practice, especially for 
trading and exporting companies who have the experience. Christopher (2011, 183) 
admitted that, the logic of this trend is that the organization will increasingly focus on 
those activitives in the value chain where it has a distinctive advantage. For instance, 
the company can therefore concentrates on marketing and promotion. The key factors 
(Flatworldsolutions 2011) which have led to a growing trend of outsourcing involve: 
– lack of expert-labor in some portions of the business process, 
– availability of cheaper labor, whilst not comprising on the quality of output, 
– ability and feasibility to concentrate on the other crucial business process.  
The company should notice that like other logistic strategy, outsourcing has own  
advatanges and disadvantages (Table 3). The advantages and disadvatanges,  which are 
studied and summarized, also apply for manufacturing oursourcing of the case 
company. 
 
Table 3. Summary of advantages and disadvantages in outsourcing (Flatworldsolutions 
2011).  
Advantages Disadvantages 
- Swiftness and Expertise - Risk of exposing confidential data 
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- Concentrating on core process rather 
than the supporting ones 
- Risk-sharing 
- Reduced Operational and 
Recruitment costs 
- Synchronizing the deliverables 
- Hidden costs 
- Lack of customer focus 
     
To facilitate the distribution of goods, freight forwarders may be summoned. Freight 
forwarders consolidate and assemble small shipments into full loads and disperse them. 
International freight forwarders also perform a number of other important tasks such 
as negotiate rate quotations with international carriers, charter vessels and also book 
space and assist in language translation when needed. (Harrison & Hoek 2005, 294-
295.) They are familiar with the documentation for embarking and disembarking, local 
infrastructure and contracts for inland transportation. 
 
A letter of credit is issued by a bank on behalf of a buyer of goods to the seller and 
authorizes payment to the seller (Harrison & Hoek 2005, 298). Using letter of credit in 
trading with institutional entities is recommendable in case they have little reputation, 
small budget or low priority in making payment to the company. A letter of credit is 
basically a contract guaranteeing that the buyer can pay the invoice. 
 
To sum up, supply chain management and logistics now play an increasing important 
role in corporate strategy and competition. The increasing impact of logistic function 
can be explained as the rapidly increasing internationalization, the need of adjusting to 
national conditions in doing business, the productivity of the company’s operations 
based on the value chain analysis. (Perret, Jaffeux, Fender & Wieser 2007, 31.) The first 
two aspects are generally discussed in this study. The third aspect, today also known as 
organizational effiency, is mainly focused. It paves the way for the company to go 
through the passage from productivity of operations to competitiveness. 
 
3.2 NGOs and the institutional market 
As with so many concepts within development, what constitutes an NGO is open to 
debate. By their very nature, NGOs are very heterogeneous entities, and range from 
large bi-lateral funding agencies operating in many countries (such as Oxfam, Save the 
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Children Fund, and World Vision), to very small organisations operating at village 
level, whose function is to provide for the immediate needs of their members. The 
latter are sometimes referred to as grassroots organisations. Notwithstanding their 
apparent heterogeneity, some writers maintain that there are common characteristics 
that can be identified among NGOs, which have been summarised as organisations 
that are formally constituted, with a primarily non-profit-seeking objective of a group 
or community wider than the direct membership of the organisation and with a 
decision-making authority independent of government. They may achieve their aims in 
a variety of ways ranging from direct service provision through to the support of other 
NGOs. (Lang & Vanneste 2000, 6-7.) The NGOs, generally speaking, are considered 
as a group of relief, charity, religious based, and non-religious based organizations, 
institutional buyers and aid organizations. The short term is used in the report to avoid 
detailing and repeating all entities in the context of the study.  
 
Getting information about the NGOs, their activities (food aid programs and 
campaigns) and gaining their interests are main focus of the study. The NGOs can be 
considered as part of the institutional market that consists of schools, hospitals, 
churches, nursing homes and other institutions which must provide goods and services 
to people in their care. Many of these organizations are characterized by low budgets 
and captive clienteles. The buying objective here is not profit, because the food aid 
item is provided as part of the total service package; nor is cost minimization the sole 
objective, because poor food will cause consumers to complain and hurt the 
organization’s reputation. (Kotler & Keller 2009, 242.) The NGOs must be looking for 
a food supplier whose quality meets or exceeds a certain minimum standard and whose 
prices are low. Thus, the offerings should be interesting and tempting to them. In fact, 
many food vendors set up a separate division to sell to institutional buyers because of 
buyers’ special needs and characteristics (Kotler & Keller 2009, 242). As an example 
given by Kotler and Keller (2009, 242), Heinz produces, packages, and prices its 
ketchup differently to meet the requirements of their customers from colleges and 
hospitals. With the ability to customize the packaging and flavors to suit local taste, the 
case company is able to classify the organizations by their needs and characteristics. 
Doing business in the institutional market, the company must have its quality offerings 
concern with institutional buyers’ needs because the buyers’ spending decisions are 
subject to public review, Kotler and Keller (2009, 242) advised. 
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3.3 Government grants 
Breton (1965, 175) defined that government grants in countries account for a small 
share of the national product of these countries. The U.S. governmental grant is not an 
exception. There is no other theory needed for the extra assignment given by the 
company to find out the applicable grants which are worth trying and applying. All 
information is available on USA government grant website (grants.gov). With the 
company’s instruction, the researcher was easily getting used to research for the 
approriate grants and list them onto a spreadsheet.  
 
3.4 Summary 
The literature was carefully reviewed to conduct the study in a professional way. The 
purpose is to construct a concrete business model. The business model is built based 
on the analyses and the incorporation of its components. The business model is very 
useful for the development of the business project and the company strategies. It ena-
bles the company to go about developing the project. 
 
Experience in the field 
Working as a sale and marketing assistant for BNR Global for sixteen months, I gained 
the knowledge of the diverse line of BNR’s products includes bulk and packaged dried 
foods, seasonings, nuts, candies, snacks and beverages. I also gained the skills to give 
judgments, do the analyses in processing tasks, write business letters, and follow up 
with U.S. Embassy, U.S. Department of Agriculture (USDA) officers, and Agriculture 
specialists. The thesis writing was completed according to the workload given by Mr. 
Rieke, the commercial director of the company BNR Global.  
 
Apart from the specialities of marketing and human resources management, the author 
has the plentiful knowledge of many courses about supply chain, distribution and 
project management, and financing business project. Besides the project management 
skills gained from the work placement at HAAGA-HELIA company, the experience in 
working for BNR Global company is a valuable asset. I also learn how customers’ or-
ders and requests are processed, how the business projects work out and how to keep 
up with the Agricultural officers and agents through correspondence. “You had a good 
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start by having a lot of government contacts throughout the world which you accumu-
lated.” (Rieke, P. 11.7.2012). The government contacts including U.S. Embassies, 
USDA offices, and Agricultural agencies are very helpful to this study. 
 
A proposed business model 
There is no actual standard form for a business model. Every company has its own 
business model depending on the business field and the industry. As a trading compa-
ny, BNR Global has been doing many distinctive business projects. The experience 
gained through different business projects is important to the design of a business 
model. Adjustments were made when building a business model as the company is 
going after various forms of NGOs and institutional organizations (included as an ad-
justment to stretch the distribution) in the current project. 
 
 
 
 
 
Figure 12. Key players on the market. 
 
There are potentially competitors (other players) on the market but they are left out to 
make the figure (Figure 12) above a map of the company business. 
 
 
 
 
 
 
Figure 13. Simple business concept map, the trinity relationship in the business project. 
 
Simple business concept map (Figure 13) represents the trinity parties in the business 
practice of the case company. The company recognizes the customers’ wants, re-
searches about their organizational and institutional buying behaviors, understands 
their needs and processes their orders. That is the information flow to the company. 
The company then has its suppliers create the product for orders. The suppliers follow 
our industry 
BNR Global NGOs children 
(customer’s 
customer) 
Supplier 
BNR Global NGOs 
Supplier 
Information flow 
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the requests (the information that flows to them) to produce soy-drink powder mixes. 
The products will then have to be shipped to the buyers directly from the suppliers’ 
bases (from USA ports).  
 
The business concept map (Figure 13) simply implies the design of a business model. 
The incorporation of the components within the business model shall be discussed as a 
result of the study. The proposed business model should serve for the production pro-
spect. Also, the distribution of soya based, highly nutritious drink powder to starving 
children in poor countries throughout the world should be covered. In a way, the busi-
ness model should be more practical than conceptual. Moreover, the business model 
should assist the company to map out the most important cores & aspects of its busi-
ness project and at the same time provide additional value.  
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4 Empirical study 
4.1 Assignment 
Tasks given by the company were proceeded to study the soy-based drink powder 
available on market and being distributed in the malnourished area. This is to identify 
NGOs and profile the competitors as to have them listed in spreadsheets. The profiles 
are useful for the Porter’s Five Forces analysis. Therefore, the market competition, 
market demand and the company’s competence can be evaluated. 
 
Other task was proceeded to determine the possible grants for the financing of the 
project. There are a lot of grants and subsidy programs on food aids but only some of 
them are applicable for the project helping malnourished children with the new prod-
uct. Nutrition security program in Haiti for instance is a good example. However, 
Grants for Obesity Policy Research: Evaluation and Measures are non-applicable ones. 
Details about the grants and the financial applications of best-fit will be explained in 
later section. 
 
4.2 Research methodology 
As the main research problem is rather challenging and complicated, the research 
method used in the study is the combination of both primary and secondary data. It is 
a good way of collecting and analyzing data because the secondary data often supports 
the primary one. Sometimes in responses to the survey questions which are of primary 
data collection, Agricultural officers often give an attached article, facts and infor-
mation for the researcher to study and review. The link and suggestion to study for 
example about USDA programs and USAID programs on their websites are some-
times given too. The publication on their website and written materials they refer to are 
good sources for the collection of the secondary data.  
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Figure 14. The correlation of primary data and secondary data. 
 
The primary and secondary data are both associated to each other (Figure 14). Ques-
tionnaire survey and follow-up surveys were adopted. The data given by the respond-
ents can be examined by comparing with the written sources mostly available on the 
internet. It can be checked based upon the research and judgment personally or within 
the company where the internal communication is useful.  
 
Besides, in responses to me, the contact of the persons, who are working for a food-
aid or charity program, who are covering some countries for the USA agricultural 
business were given. Those persons were then included in the survey for primary data. 
Such referrals are very good and useful. Source of primary data therefore comes in 
handy.  
 
With the database accumulated through previous work, the researcher had all USDA 
contacts globally, Agricultural Offices’ contacts and recently NGOs contacts listed and 
recorded. This is extremely helpful for the data collection process. In this chapter, the 
process of the work is illustrated. The design of the study and the data collection 
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Empirical data collection 
Primary data 
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methods are described. The accuracy of the chosen methods (concerning reliability and 
validity) will be pointed out in discussion chapter. 
 
4.2.1 Primary data 
According to Ghauri & Grønhaug (2008, 90), primary data is the original data collected 
by a person for his/her research problem. In this study, the primary data is collected 
through responses to the survey (Attachment 3) in the generic inquiry (Attachment 2).  
 
Czinkota and Ronkainen(2007, 266) alleged that email-based survey is an approach 
which is rapidly growing through the internet. The need for postage and printing is 
eliminated. Another advantage of the method is that, customer loyalty can be enhanced 
by building strong connections through email follow-up surveys. Other advantages 
consist of faster response, easier distribution, and easier reminder for more participa-
tion (Czinkota & Ronkainen 2007, 266).  
 
If the survey is sent as a business letter, the language of the survey has to be consistent 
with the business manner. More importantly, the wording and the order of the ques-
tions are counted on avoiding any kind of confusion and doubt in the respondents 
(Saunders, Lewis & Thornhill 2007, 394). Saunders et al. (2009, 395) emphasized that a 
good response is dependent on the recipient being motivated to answer the question-
naire and to send it back. Reliability and validity issues should be highly regarded if the 
respondents ignore some questions or provide inadequate answers. Adams et al. (2010, 
132) agree on this matter expressing that the respondent will not understand the inten-
tion of the study if the questions of the survey are unclear.  
 
In the study, the survey was designed on the following bases: nature of works/tasks, 
relations with Agricultural officers and several NGOs, time length, follow-up activities 
(Attachment 13;Attachment 14). With the focus to identify the NGOs in question and 
the source of financing for the project, the unstructured questions were used to be ex-
ploited. Unstructured questions are preferred as they allow freedom of expression and 
more in-depth answers from the respondents. (Adams et al 2010, 132.)  
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The collected responses were analyzed with the knowledge of the researcher from re-
viewing the theories, researching on the internet for reference materials and doing ad-
ditional researches. All the data were brought together for the analyses based on the 
theory. Although personal knowledge and judgment are quite important to assess the 
answers and draw results from findings, they could have been a bit biased. Conse-
quently, they could have somewhat disrupted the reliability of the research. 
 
4.2.2 Secondary data 
Saunders, Lewis and Thornhill (2009, 258) described three main types of secondary 
data: documentary data, survey-based data, and multiple sources. In the study, there 
were follow-up surveys after the questionnaire survey (primary data) was sent. The 
follow-up surveys can be considered as the second type as Saunders et al. (2009, 259) 
stated that, survey-based secondary data refers to data collected using a survey strategy. 
There is a link between the questionnaire survey and follow-up surveys. The goal is to 
quickly build up the relationship between the case company and the NGOs. In a way, 
the continuous and regular surveys (Attachment 1;Attachment 5;Attachment 
6;Attachment 7) were exploited to kindly inform the organizations about the new 
product, inquire their opinions, and promote their interests. The documentary 
secondary data was also used, typically the written materials. According to Saunders et 
al. (2009, 258), written materials consist of correspondence (which can be seen as the 
advices from Agricultural specialists), memos and diaries (the working memos), books, 
articles and organizations’ databases and websites.  
 
The secondary data should be evaluated and analyzed for the findings. Saunders et al. 
(2009, 258) noted that secondary data must be viewed with the same caution as any 
primary data. It is important that the finding data is relevant, up-to-date, and reliable. 
Benefits from data, according to Saunders et al. (2009, 279), can be assessed in terms 
of the extent to which they will enable the researcher to answer the research questions 
and meet the objectives.  
 
4.3 Findings 
Personal experience and previous work in the field contributed to the success of this 
study. The recorded databases of Agricultural officers’ contacts and NGOs contacts 
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lately are very useful. The researcher keeps a record of every correspondence and fol-
low-up to gather a collective data. Similar answers were grouped as to analyze for a set 
of data, and synthesized to provide good information. The findings provided in the 
chapter relate to each other. 
 
4.3.1 Market selection 
Malnutrition can be anywhere in the world and the demand can be very huge but we 
are only going after the areas where children are poorly malnourished and badly dying 
of starvation and malnourishment. Children suffering from malnutrition are badly 
stunting and dying of common diseases. They urgently have needs for health care, food 
and water of which are called physiological needs, purely physical level. The demand 
arises vigorously due to the significant shortage of food supply. We have promotion 
strategies to address malnutrition issues and raise the demand from the food-aid organ-
izations. The food-aid organizations are considered as distributors in our strategy about 
customer segment. Customer usually implies a business transaction. In this case it 
would be the NGO doing the financial transaction. The ultimate consumer would 
be malnourished kids since they would be consuming the product. BNR Global is 
working with the NGOs to help their projects tackling child malnutrition with the new 
product as quick and immediate response to emergency malnourishment situations. 
Children ages 3 to 20 are focused as the market. However, adults are also invited to 
ingest as well if they are hungry. Although the company is looking to supply the soy-
drink powder worldwide, the study is agreed (Rieke, P. 27.7.2012) to focus on a chosen 
area where the data about the countries within that area can be gathered and analyzed. 
Czinkota et al. (2009, 253) agree on this point, an important consideration is that data 
may be more readily available. Thus, the Caribbean Basin was chosen as the target 
area because of the proximity to the USA, the ease of getting the research data and high rate of 
child malnutrition. Furthermore, countries like Haiti, Dominican Republic and Guatemala 
are greatly affected by natural disasters (earthquake, hurricane, and tropical storm) eve-
ry year. 
 
From the responses to the survey, there are many advices to go after malnourished 
countries in the area. Major malnourished countries are Guatemala and Honduras (Tay, 
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K. 21.9.2012; Schneider, S. 29.9.2012). The frequency of the countries appearing in 
those responses is analyzed as follow. 
 
 Dominican 
Republic  
Jamaica  Guatemala  Haiti  Honduras  Nicaragua Total 
Times of 
mentioning 
3 
(15.79%) 
1 
(5.26%) 
4 
(21.05%) 
6 
(31.58%) 
3 
(15.79%) 
2 
(10.53%) 
19 
100% 
Figure 15. Countries being addressed as malnourished. 
 
The finding based on times of mentioning led to a further research on five particular 
countries where famine and malnutrition highly exist. The analysis of the answers to 
the surveys, especially per-country details about population, percentage of malnour-
ished children (Attachment 18) and facts, enabled the researcher to compare Caribbean 
countries (Table 4) in question.  
 
Table 4. Table comparing per-country details (World Bank 2011; Feed the Future 2012; 
CIA Factbook 2011). 
 
With the percentage of population undernourishment (Table 4), the number of people 
who are malnourished can be retrieved easily from the population.   
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Figure 16. The prevalence of undernourishment (FAO 2010). 
Figure 17. The depth of hunger in researched countries (FAO 2010). 
 
The data was analyzed furthermore to graph the trends (Figure 16;Figure 17) over time 
for the prevalence of malnutrition and the depth of starvation. The prevalence of un-
dernourishment refers to population below minimum level of dietary energy consump-
tion. The first graph (Figure 16) shows the percentage of the population whose food 
intake is insufficient to meet dietary energy requirements. Depth of hunger (Figure 17) 
or the intensity of food deprivation shown in the second graph indicates how much 
food-deprived people fall short of minimum food needs in terms of dietary energy. 
The food deficit, in kilocalories per person per day, is measured by comparing the av-
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erage amount of dietary energy that undernourished people get from the foods they eat 
with the minimum amount of dietary energy they need to maintain body weight and 
undertake light activity. The depth of hunger is low when it is less than 200 kilocalories 
per person per day, and high when it is higher than 300 kilocalories per person per day. 
(FAO 2010.) 
 
Those countries and their situation described above are analyzed to identify the market 
opportunity and assess the target market of best-fit. Country attractiveness can be 
measured using market size, market condition and market growth rate (Czinkota et al. 
2009, 253). Three countries like Haiti, Guatemala and Honduras remain as the target 
market to us. The selection is based on size of market (population) and acute malnutrition. 
Guatemala has highest rate of chronic malnutrition in children under five in all of Latin 
America (Save the Children 2012). Besides, the soy-based, highly nutritious drink powder bare-
ly exists in the countries. This is detailed in the industry analysis. Natural disasters robbing 
people’s lives and properties in these countries are also involved in the selection. The 
company is getting started in the selected market through many phases. First phase is 
to testing the market by sending out some samples with a small sheet of questions to 
orphanages, schools in those countries, and prospective organizations. Answers to the 
survey will be studied for marketing and promotion strategies. Next phases involve 
doing more promotions on public media, building more relationship, and working with 
the NGOs before we can start selling the product to them. 
 
In short, we are expecting to help millions of children (ultimate consumer) in the target 
market of Haiti, Guatemala and Honduras (approximately 6.5 million altogether) 
through the NGOs (target customer). 
 
4.3.2 Industry analysis 
The best way to make the business model work is to study what competitors are doing, 
as to see if there is a way to simulate and improve for the best manifestation of the prod-
uct against competitors before we can implement the business project: extend produc-
tion for the product line, experiment with our product on the market, and bring the 
product into the market. There are a lot of solid products being shipped like Plumpy-
Nut and rice products. The big name companies may have a foundation which allows 
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them to subsidize drink powders to other countries. The industry analysis comprises an 
industry portfolio containing product and competitor profiles (Attachment 16), and a 
competitive analysis of Porter’s Five Forces. The findings on the industry analysis gives 
answers for what products are available on global market, what the competitors are 
doing, when they started supplying soya-based drinking powder, where they ship, how 
much they ship and details. 
 
Profiles of current nutritious products on global market 
Product available on the market to tackle hunger and malnutrition are diversified for 
food and drink versions. It is commonly known as therapeutic foods and therapeutic 
drinks. 
 
Therapeutic foods: 
Global organizations have united to develop ready-to-use therapeutic foods (RUTF) to 
treat malnutrition. Therapeutic foods are foods designed for specific, usually nutrition-
al, therapeutic purposes as a form of dietary supplement. They are mainly used for 
emergency feeding of malnourished children or to supplement the diets of persons 
with special nutritional requirements, such as the elderly. (Manary 2006, 83-89.) 
World leaders in the section of therapeutic foods are: 
 
- Plumpy’nut, the first solid RUTF to be developed, made in France since 1996 for 
treatment of severe acute malnutrition. 
- Medika Mamba, an enriched peanut butter therapeutic food produced and distributed 
by Meds and Food for Kids in Haiti since 2003. 
- BP-100, a nutrient-fortified wheat-and oat bar designed to provide a similar nutrition-
al profile to the WHO's F-100. 
- Home nutrition packets, which are a proven cost-effective way for mothers around 
the world to get essential nutrients into their children’s and their own diets (Mommy 
Ramblings 2011).  
- Sprinkles, which are an innovation in home fortification, addressing vitamin and min-
eral deficiencies (SGHI 2011). 
 
Home nutrition packets in details 
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Small packets filled with a combination of micro and macro nutrients are simply sprin-
kled onto a child’s meal a few times a week. The packets cost as little as 3 cents each, 
making them affordable and allowing families to continue to eat the local foods they 
eat every day rather than replacing them with new products. Moreover, home nutrition 
packets keep the power of securing the good health of babies in the hands of mothers. 
Home nutrition packets look different according to local nutrient needs and local con-
sumer demand. There are currently over 12 companies that produce home nutrition 
packets, each with a unique brand for their local market. As this approach is scaled up 
around the world and innovation in the product continues, we expect to see more local 
companies producing new brands with new and improved formulations, helping to 
drive down cost and ensure increased supply. (Mommy Ramblings 2011.) 
 
Sprinkles in details 
This unique delivery system provides micronutrients to vulnerable populations by ena-
bling families to fortify many different semi-solid foods in the home. Sprinkles are sa-
chets (like small packets of sugar) containing a blend of micronutrients in powder 
form, which are easily sprinkled onto foods prepared in the home. Any homemade 
food can be instantly fortified by adding Sprinkles. Coating of the iron prevents chang-
es to the taste, color or texture of the food to which Sprinkles are added. Sprinkles 
were developed by the Sprinkles Global Health Initiative to prevent and treat micronu-
trient deficiencies among young children and other vulnerable groups at risk. (SGHI 
2011.) 
 
Therapeutic drinks comprise:  
– Ensure, a fortified milkshake drink designed primarily for the elderly. 
– Fortisip, a milkshake-style drink similar to Ensure. 
– Energyzip, also a milkshake-style drink like Ensure designed for elderly and 
AIDS/cancer patients. 
– TWOCAL® HN Calorie and Protein Dense Nutrition with FOS, known as a nutri-
tionally complete, high-calorie liquid food for stressed patients and those requiring 
low-volume feedings (Abbott Nutrition 2012). 
– Nutrimeal Mahewu, known as Mageu or Maheu in other countries in the Southern 
African region 
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– Soycow, a small-scale tabletop system that processes soybeans and water into 
soymilk and a byproduct, referred to as okara, using electric power (Blumthal, 
Micheels, Paulson & Farrell 2010, 159). 
– Pur water purifier, Procter & Gamble (P&G)’s product 
 
Energyzip in details 
Energyzip is a very tasty sip feeding supplement, with 1.5 cal/ml, in three different 
flavors, high protein and enriched with vitamin C, selenium and zinc. Lactose and glu-
ten free Energyzip is designed for people over 10 years old. (Prodiet Nutricao 2009.) 
 
Fortisip in details 
Fortisip is a therapeutic food manufactured by Nutricia. It is a ready-made milkshake 
style drink meant for consumption by people who cannot consume enough solid food 
to maintain a balanced diet. (EPG Health Media 2009.) 
 
Nutrimeal Mahewu in details 
Nutrimeal Mahewu is a very popular traditional drink that is widely consumed in 
homes and workplaces across the region. It is manufactured from precooked maize 
and soya, blended and fortified with vitamins and minerals. It is a refreshing and invig-
orating food and drink that is widely used in schools, to keep children nourished and 
focused, and in mines and estates-where workers need a sustained source of energy. 
(Makonde Industries 2010.) The manufacturer is from Zimbabwe and the market is 
Southern Africa. 
 
Soycow in details 
When researching the soy beverages available on market, the concept about Soy Cow 
which is the source of soy milk was discovered. BNR Global shall not provide any 
soycow but the concept can be clearly explained as following. The first soycow was 
installed in India at Child Haven with the help of Prosoya in 1990. Today there are 
more than 1,000 soycows in over 40 countries helping to alleviate malnutrition and 
bring about sustainable microenterprises. Existing projects have been established in a 
number of regions throughout Africa, Asia, India, North America, and, more recently, 
Central America. (Blumthal et al. 2010, 159-160.) 
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The introduction of soycow systems into the developing world is not a new strategy in 
fighting against malnutrition. Soycows have been placed in diverse locations including 
Vietnam, India, South Africa, Honduras, and Guatemala. The success of these projects 
is not guaranteed, and often the soycows are not used after the initial supply of soy-
beans is exhausted. (Blumthal et al. 2010, 157.) Details about limited success of Soycow 
will be discussed in Porter’s Five Forces analysis. 
 
Pur water purifier in details 
P&G distributes one of its most innovative products of Pur water purifier through a 
non-profit model because executives are convinced it generates more value for the 
company than a traditional for-profit model ever could. This benefit comes from in-
creased brand presence in emerging markets, opportunities to open new markets and 
tuning in to the philanthropic sympathies of its employees and consumers. The model 
of donations along with steady sales at cost-recovery prices to international aid organi-
zations meant Pur could stay viable in the market, with partners distributing the prod-
uct for free. Also, goodwill was generated by providing a public health benefit. (World 
Bank & GAIN 2007.) 
 
The research showed that there are a great number of highly nutritious drink products 
on the world market. Most of these products are distributed to people and kids in Afri-
ca, Latin America, Middle East, and Asia for affordable prices. It also revealed that the 
issue of water is a big challenge for organizations that fight world hunger and help 
children. A lack of clean water complicates the distribution of highly nutritious drink 
powders. This issue should be considered by the organizational distributor. 
 
In short, there is a huge demand (the finding in previous chapter) for the product in 
this business project. There are many rice, noodle and peanut butter based food prod-
ucts which are distributed to malnourished countries but not the soy based drink pow-
der (to be mixed with water). Also the case of P&G successful business in emerging 
markets is worth learning.  
 
Competitor profiles 
The products are also listed together with the suppliers in the competitor profiles. 
Most of the competitors listed on the spreadsheets (Attachment 16) were found on 
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major trade leads, commercial and business-to-business (B2B) directories (websites and 
directory books). Many others were referred by USDA officers and agriculture agen-
cies’ specialists. Their referrals through responses to us are however general infor-
mation about the suppliers. Only suppliers name, contact person, their emails and 
website were given. There were a lot more researches and efforts to build up the long 
lists of competitors. The competitor profiles (brands, where made, and ingredients) 
were gradually added and carefully studied within four months. There could be a lot 
more suppliers, in the globe, who are small, domestic or do not have the related prod-
ucts. We only go after the companies that provide soy drink related products, prefera-
bly soy drink powder and soy drink beverage used as research keys. The listed competi-
tors fall into categories: 
 
– Manufacturer/ Producer 
– Supplier/ Wholesaler to markets 
– Trader/ Merchandiser 
– International retailers 
 
It is important to conclude the findings rather than counting them for those categories. 
They are different in size, capacity, supply ability, product specification, packaging and 
pricing but they all have international perspective and they do business worldwide. 
They have different target market, market segmentation strategy and product differen-
tiation strategy for market niche but they are international oriented and they have been 
in global market or at least expanded into few international markets. Profiling competi-
tors is time consuming but competitor profile is a good way to study about the com-
petitors. We prefer spreadsheets to blocks of text because it is a lot easier for compar-
ing them and later reviews.  
 
Big competitors 
From the lists (Attachment 16), big competitors are recognized by the frequency of 
their brands, suppliers and contracting manufacturers and also by their brand names 
and brand images. Big competitors to us are Enfamil, Abbott, Nestle and the list goes 
on. Among them, Nestle is the biggest competitor to BNR Global. 
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Nestle produces highly nutritious products for distribution in both developed and 
developing counties. With a number of humanitarian projects launched all over the 
world, Nestle promotes healthy lifestyle and contributes to the research and develop-
ment of products that fight world hunger. Nestle started a project many years ago for 
poor countries. However, Nestle has a history of unethical business practices. For ex-
ample, selling infant formula to developing countries caused unnecessary suffering and 
even deaths of babies. The research showed that Nestle unethical business practices 
result in establishing groups and organizations that promote boycotting Nestle prod-
ucts. Social networking allows those groups to reach more people all over the world in 
seconds, resulting in less consumption of Nestle’s product due to public distortion, 
negative publicity and rumor spreading. Nestle’s competitors in turn gain an advantage. 
(Staples, L. 5.10.2012.) Likewise, BNR Global can have more access to the market, 
therefore gain more customers.  
 
Regional competitors 
There are no significant soybean producing nations in the Caribbean (Shurtleff & Aoy-
agi 2009). However from data analysis, about four companies are worth listed competi-
tors. Two of them were referred by agricultural specialists. The Soyapac and Natural 
Cafe are not listed on major trading directories while LASCO and New Max compa-
nies appear on many websites like alibaba, bdctradeportal sites. Apparently, they are 
quite small and not so international oriented. 
 
LASCO Jamaica Limited (Jamaica) 
The LASCO Group of Companies has several businesses involved in manufacturing, 
packaging and distribution of high quality, nutritious and affordable products. The 
Honourable Lascelles Chin founded LASCO in 1988 in the island’s capital Kingston 
and since that time, the LASCO name has become synonymous with nutrition, great 
taste and affordability in the Caribbean, the Caribbean Diaspora, Latin America, Eu-
rope and North America. (LascoJamaica 2009.) To our review, LASCO Group has 
rooted in many countries, e.g. manufacturing plant in Barbados. They cover Caribbean 
countries and a few countries including USA, UK, and Australia. They do about 
$40M/year in Soy Food Drinks in several flavors, as estimated.   
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It has an assortment of delicious soy-based beverages with diverse flavors: Carrot, 
Cherry Berry, Chocolate, Creamy Malt, Pineapple Orange, Peanut Punch, Strawberry 
and Vanilla. The products are an excellent source of protein, calcium, iron and many 
other nutrients. (LascoJamaica 2009.) Their products present in Caribbean countries 
(Antigua, Barbados, Bahamas, Dominica, and Grenada), Central America countries 
(Belize, Panama) and some African countries. 
 
New Max Industrial Ltda (Brazil, proximity to Caribbean Basin) 
New Max Industrial Ltda. since 1999 located in Americana city, São Paulo is a compa-
ny that specializes in ingredients, seasoning, spices, flavor enhancers, fastener colors, 
and soy milk powder. The company has its market expanded in most of Caribbean 
countries and South Americas. (New Max Industrial 2010.) 
 
Soyapac Soy Milk Powder (Guatemala & Costa Rica) 
The company established since 1970s provides high quality soy milk from Guatemala. 
It has a manufacturing plant in Costa Rica and a branch in Panama. The soy milk is 
close to cow's milk regarding taste and nutritional values. Soyapac soy milk can be used 
in kitchen as replacement for cow's milk. Pac Soy products are a nutritious and tasty 
based on soy protein, low in saturated fat and cholesterol. (Soyapac 2011.) Soyapac soy 
milk is chiefly being distributed to markets in Caribbean Basin and Central America.  
 
Natural Cafe La Soyarie (St. Lucia) 
The company makes tofu, soy milk, and tempeh, and it buys and markets Vitasoy 
soymilk, miso, soy oil, Mori-Nu tofu, and soy powder (Shurtleff & Aoyagi 2009). 
Founded in 1989, the company located in St. Lucia is still rather small with only one 
small outlet. It employs six people. (Shurtleff & Aoyagi 2009.) The company owner is 
not sure about their tiny business since they are poorly equipped for processing beans 
and packaging products to sell at supermarkets and shops. Their market consists of St. 
Lucia and Trinidad. 
 
Porter 5 Forces 
The application of Porter 5 Forces analysis involves the competition existing in the 
market of BNR Global’s product. 
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Threat of new entrants 
In Caribbean Basin, there are a very few number of regional and local producers (their 
profiles are mentioned above) of soy drink products and other tiny companies of 
which we are not fully aware. Based on local acquaintance, they have an access to local 
distribution channels. This is an advantage for them to join the competition. However, 
their current products are basically soy foods and soy drink in liquid forms like soy 
milk. Due to product characteristics, they face many issues like preserving condition 
for transportation (days and months in cargo) and use (the decrement of products’ 
quality and nutritional contents) and short shelf life. Moreover, as local based compa-
nies they have small and limited production capacity and few or no bulk version of 
products to massively provide to the market.  
 
For the starters, it is not quite difficult to reverse engineer for JuicySoy just like it is 
easy to come close to Coca Cola. However the new product will not be exactly the 
same with JuicySoy and the taste will be different. The big deal is the name and promo-
tions behind it. In fact, the local competitors would find it hard to imitate the produc-
tion of JuicySoy considering their size and capital except LASCO Group. The reason is 
that, the production can be very costly and technical challenging to them.  
 
Distribution through the NGOs and charity programs is a doorway for BNR Global’s 
products. The company can easily overcome trade barriers and local competitors in the 
competition and gain local acquaintance through NGOs partners. With current lists of 
leads and networking activities, we have more advantages over competitors. 
 
Threat of substitutes 
Food products to fight malnutrition are delivered for children to eat every day. They 
are possible substitutes. Only soy-based drink and beverage products are however tak-
en into account due to the nature of the research (questionnaire - primary data and 
follow-up surveys - secondary data). Soycow is a possible substitute and somewhat 
competition to BNR’s JuicySoy. Thus, we want to know if soycow is being used in the 
target market. A question about soycow was included in the inquiry which was sent to 
Agricultural offices and NGOs. From the answers to the question, we learned that the 
soycow is used a lot in Central America but with limited success in soycows business. 
The fact is that, soycows projects installed globally over the years often come out with 
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limited success. According to Blumthal et al (2010, 161-162), there are very few examples 
of soycow economics which remain successful, two of them are in a small town in 
both Vietnam and India. The problem is that, most suppliers break down easily and do not 
provide a product which is easy to distribute since soycow stays in liquid form. Powder 
is easier to distribute and will have long shelf life. Suppliers of soymilk, soy yoghurt 
and soy beverages share the same issue of weighty pack and shelf life. It is costly and it 
takes time in transportation because of the big cargo and difficult preserving condi-
tions for their products.  
 
Taste is the key factor of our product innovation and competitiveness but it is an issue 
for the alternatives. Most of products which can potentially be substitutes to JuicySoy 
are tasteless or poor in taste. Children love to have varying choices on flavors and col-
ors. We have JuicySoy in colorful packs and currently seven flavors, many of which are 
fruity. 
 
There is certainly a threat of substitute in any business but as explained above it is not 
a big concern to us. 
 
Determinants of buyers’ purchasing power 
Children in poor countries are badly starving and they have no choice but rely on the 
NGOs for their substantial needs of foods and drinks. The NGOs have limited pur-
chasing power. There is a threat they might be going after the cheap offerings with 
modest quality. The problem is that, as a company, we have to understand their pur-
chasing power, given that institutional organization’s buying power influences most. 
Two crucial issues to our concern are getting them interested in JuicySoy, and keeping 
their level of interest. Tackling these two issues is a challenging task because we have 
to keep introducing JuicySoy with product differentiation strategy, but also maintain 
low price and loyalty programs designed to attract the NGOs. The goal is to have the 
NGOs solicited to the product which can be even subsidized to them on credit sales, 
and also to retain their interest. The NGOs to be selected for the subsidy program 
should be the ones who are potentially loyal to us and have the least power to negotiate 
or switch suppliers. Our pricing should  not only be low and tempting to the NGOs 
but different and good enough to integrate better into many other markets where the 
competition is about price sensitive and/or the switching costs are low. Besides the 
 46 
subsidy and loyalty programs we have extra activities to assist the NGOs in finding the 
money to buy our products.  
 
In conclusion, besides the challenges, in the institutional market, the NGOs seem to 
rely on us for good offerings. There is no clear threat for price sensitive and switching 
costs unless the substitutes would be mushroom grown, scaling down the  price dra-
matically and incredibly. However, this is impossible because local competitors as men-
tioned have little competence. Also, there is no clear threat the NGOs can integrate 
upstream because production and R&D activities are very costly.  
 
Determinants of suppliers power 
We are currently working with U.S. manufacturers who are reliable and capable. We 
assist them in finding the source of soybean and sugar. Apart from the issue on sugar 
price revealed later, there is a plenty of soy and sugar in USA for the production of 
JuicySoy. There is only a potential issue about suppliers that can integrate downstream 
through the shipments they do, as JuicySoy is a made-to-order product. However, our 
suppliers are under contractual agreement not to copy us. They have no real need to do branding 
and selling on their own. Even they have the addresses of our leads, they lack market 
experience, market information, and a business model for the target market, marketing 
and sale activities. Apart from the inexperience in trading business and trade market, 
the name and promotions behind a product are of a big deal to them. However, constant 
vigilance is required to maintain qualify. The issue should be counted on for better 
strategies and strategic planning in dealing with the suppliers. The best defenses that 
can apply for BNR Global are to build win-win relationship with the suppliers or use 
multiple supply sources. As the costs of switching suppliers are not high, the company 
will have the production relocate to Brazil for cheap sugar, soy and production cost.  
 
Rivalry among existing firms 
There is rivalry and competition everywhere in food industry. Before sending the 
product to testing the market and introducing it, we have time to consider the right 
market where the competition is not critical. The findings on target market and com-
petitors analysis have brought us to believe in the low rivalry level in the selected mar-
ket. In this study, Guatemala, Haiti and Honduras have been reviewed as a market 
where there are few competitors. The competition with local suppliers analyzed above 
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can be tackled by cooperation with them. Since LASCO’s Soy Food Drink is very simi-
lar to JuicySoy and LASCO Group is a public company which has a great operation in 
Jamaica, we consider LASCO as a prospective manufacturer for us once we get enough 
volume for them to do. This also applies to other suppliers matching our production 
and product specification. We are adopting similar product and taking it world-wide 
with marketing at different levels. The strategy behind is that, when the company un-
derstands its resource (the monies BNR Global can gather) and competence (product 
value, marketing and promotion), it can have a strategic planning to adopt similar 
product made by the competitors and have them supply for the company through co-
operation, contractual agreement or subsidization. 
 
In conclusion for this chapter, the profiles and Porter’s Five Forces analysis, and the 
findings on target market have made us believe that market competition is low but 
market attractiveness is high and the competitiveness of the case company and its new 
product is certain. 
 
4.3.3 Value proposition 
The industry analysis has shown external factors around the case company. This chap-
ter looks closely into the internal factors of the company. It is based on the company 
internal data, the secondary data, personal experience and the application of theoretical 
study. 
 
Characteristics of a soy-based product 
When processing the tasks given by the company, I was advised that we are after the 
highest protein, the highest fat and the highest carbohydrate content. The concept in 
this business project is to bring the highly nutritious drink powder to malnourished 
children through the intermediary organizations (the NGOs). The drink powder is soya 
based and should have highly nutritious content to fight malnutrition. The table (Table 
5) below presents the common information about the nutrition of soya blended foods 
and drink power.  
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Table 5. Soya related foods provide high content of energy and protein (DART 2012, 
VII-18). 
  
 
“Blended foods such as Wheat-Soya blend, CornSoya blend, and Soy-Fortified Bulgur 
are fortified/processed commodities used for targeted vulnerables in an at-risk 
population.” (DART 2012, VII-4-VII-19.) 
  
 
Figure 18. General facts of nutritious content in a soya drink powder (Fatsecret 2009). 
 
Soy powder, used as a substitute for dairy milk, is useful (Figure 18) for an infant who 
is lactose-intolerant. Powdered soy infant formula is made for babies who cannot di-
gest or are allergic to cow's milk and are not breastfed. There might be more nutrition-
al value and health advantages in soy powder than in milk. (Kerr 2011.) Soya based 
products are also important parts of vegetarians’ diets as they provide a big amount of 
calories and protein (Figure 18). 
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Soya based drink powder mix is a powder that is ready to use by adding an adequate 
amount of water to make a drink. The powder richly has soya in its content. The prod-
uct, therefore, should be rich in calories and protein for children. (Rieke, P. 22.6.2012.) 
 
Needed ingredients for the production  
Soybeans in the U.S. are planted on approximately 72 million acres (29 million hec-
tares) each year and produce an average of 2,850 million bushels (77 million metric 
tons).  Soybeans can be grown throughout the United States but the ideal planting lo-
cations are in the Midwest. Iowa, Illinois and Minnesota are the top producing states. 
(WISHH 2000.) Thus, the U.S. has plenty of soybeans for the production of the new 
product. 
 
The problem is that, sugar in USA has government price-support which causes it to be 
over double world sugar prices. Brazil and other countries do not have that issue. 
(Rieke, P. 14.8.2012.) With the production taking place in the USA, currently the com-
pany has to indirectly suffer the high price on sugar because its contract manufacturers 
have to either buy in-land or import from abroad. As sugar is first ingredient, the pro-
duction in future can be placed in a country like Brazil which has both ample sugar and 
soy. The ingredients are processed to make the product with our formula. All produc-
tion process is covered by the contract manufacturer. 
 
Product function analysis 
In order to bring the new product to the market as to fight malnutrition, the product 
function analysis (Attachment 8) was conducted to express the product functionality 
and clarify how the product functions in the market. A product centric analysis is 
useful to convey the product’s core elements and values. The product can be defined 
as the complex combination of tangible and intangible elements that distinguishes it 
from other entities in the marketplace (Czinkota & Ronkainen 2007, 327). The case 
company has a special product concept which is soy-based, highly nutritious content 
and a great taste. The combination of sub-concepts (soy-based, highly nutritious 
content, and the taste) is significantly distinctive.  
 
The ingredients discussed above are physical inputs for the production of the soy-drink 
powder. There are some other inputs which are not physical. The information is the 
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most important. It will be explained in details later in the chapter about the supply 
chain. The company’s marketing and promotions are a big deal to improve the 
functionality of the product and the business project. People will be more aware of it 
and willing to help us bring the product to children if we raise an impressive attention 
and have more of their interests. Monies, in financial context, are important for 
subsidizing activities. This will be described in chapters about supply chain and project 
funding. Every product bears on it many values which are physical values (nutrient 
content, and flavor) of the product itself and the company value (brand and 
reputation). The product is an immediate response to child malnutrition. The outcome 
is that, the product can help alleviate child malnutrition in children as for them to have 
healthy bodies. Also, the distributors and their buying criteria outlined in the analysis 
(Attachment 8) are worth studying. To the potential buyer, a product is a complete 
cluster of value satisfactions (Czinkota & Ronkainen 2007, 327). The finding on their 
buying criteria is from the experience that the company has in working with the 
institutional buyers, and from the survey of NGOs. 
 
Answers to question on how the product functions will be detailed with the specifica-
tion of new product, exporting approach for the handling of new product. Each ele-
ment of the product function analysis will be developed through further analyses in the 
study. 
 
Value chain analysis 
 
The value chain is portrayed in the figure (Figure 19) below. This part continues to 
analyze the company’s inner competence and observe its internal factors that can influ-
ence the business of the company. 
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Figure 19. Porter’s Value Chain (Porter 1985; Tilli 2011). 
 
Inbound, production operations and outbound logistics are covered by the contract 
manufacturer. This is explained in the chapter about supply chain management. Mar-
keting and promotion are very important in the business project. Major sales activities 
are covered by the distributors for the product distribution. BNR Global is only re-
sponsible for dealing with the NGOs, processing and handling their orders, as they are 
distributors. The shipment as part of the outbound logistics is guaranteed by the con-
tract manufacturer. In support activities which are to support primary activities,  pro-
curement and infrastructure are also covered by the contract manufacturers. BNR 
Global is working with them for R&D and product development. The only matter here 
is that the company will have to reallocate the production later to bring it closer to 
malnourished countries so that transportation costs become less of an issue. Other 
suppliers will be selected based on their value chain outlined by the criteria (Rieke, P. 
11.10.2012) below: 
 
– Proximity to soy, sugar and dairy,  
– Infrastructure (roads, ports),  
– Industrial mixing facilities. 
 
Price for each pack of product, therefore, can be reduced.  
 
To sum up, since the project started when the product was being invented, the 
knowledge of needed ingredients and characteristics of a soy-based drink powder contributed a lot 
to the product creation. Then, we have an in-depth look into the internal factors of the firm and 
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its competencies as for the product value to be developed through the product function and 
value chain analysis. This is the process of turning raw materials into a value chain of the 
company although the production takes place at the contract manufacturer’s bases. 
Due to the importance of R&D in this process, the case company participates the in-
vention of the new product. 
 
4.3.4 Prospective distributors 
The value creation is followed by the delivery sequence (review Figure 6). The current 
section in this chapter involves finding every possible buyer/distributor for our 
subsidized product. The non-governmental organizations including the relief 
organizations, orphanages and institutions were researched through the generic 
surveys. Overall, most of the above-mentioned organizations are involved in aid 
programs for poor countries and disaster relief. They are different in size, budget and 
buying patterns. They can be charities, religious-based, or civic-based. It is possible to 
identify the distributors and set up the distribution through diverse NGOs and their 
presence (Table 6). 
 
Table 6. Registered NGOs and NGO Representatives by Region (The NGO Steering 
Group of The NGO Committee on UNICEF 2002). 
Region/Country NGOs NGO         Countries 
  Representatives 
CEE/CIS  31 64 12 
East Asia and Pacific  30  90 11 
Eastern and Southern Africa   36  85 12 
Middle East and North Africa  45  76 15 
South Asia   46  95   5 
Latin America and Caribbean   76           189 22 
Western and Central Africa   50  91 16 
Industrialized countries 
     North America  213 597   24 
    Europe  172 445 
Total   699  1,732   117 
 
Most of them will buy food from money raised from grants and donors. The only 
matter is that the company expects the finding can present reputable NGOs. This is 
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achieved by considering that the organization is older than 10 years old or it has many 
aid activities. Another assumption from the company is that most all NGOs are willing 
to take JuicySoy if free (subsidized) or a small fee. The second assumption is realistic 
but rather subjective and hypothetic. A study based upon the workload was therefore 
conducted to investigate and analyze the distribution. The data was initially collected 
and prepared as to have the NGOs listed on spreadsheet (Attachment 11) and included 
on weekly newsletter blasts. The questionnaire survey took many weeks in follow-up 
activities with 112 entities (NGOs of all types worldwide and a small number of 
governmental organizations and orphanages). Response rate is about 34%. All 
processes of the workload were to help the company identify who are buying and 
distributing soy drink powder throughout the world. The correspondences with the 
NGOs (Attachment 12) are kept confidential as agreed to BNR Global’s terms of 
working. In this dissertation, only results for Caribbean countries are provided. There 
are some organizations showing their interest (Table 7) and willingness to work with 
the company. They were therefore researched to verify the survey data and reinforce 
the finding. 
 
Table 7. Estimation of the organizational buyers’ interest. 
Estimation on Interest Likert scale (Question 6) Interest scale (Question 7) 
Very interested 8 21.05% 5 13.16% 
Uncertain 11 28.95% 9 23.69% 
Not interested 3 7.89% 2 5.26% 
Missing in response 16 42.11% 22 57.89% 
Total 38 100% 38 100.00% 
 
Through the survey data and the estimation of the NGOs’ interest (Table 7), there are 
some positive answers for likert scale (21.05%) and interest scale (13.16%). The 
missing answers for these two questions and the uncertainty account for the most part 
of the estimation. This is positively considered as an opportunity because the big deal 
is media marketing and promotion to bring the product concept and value into 
customer value. A very interest scale of 5 represents for five organizations. Five 
organizations were then studied as to make sure they have food-aid programs in the 
target countries. Through further inquiries and researches, there are three organizations 
that can possibly buy and distribute to children in Guatemala, Haiti and Honduras. 
They are amongst the organizations that are interested in JuicySoy product. 
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Plenty Organization 
Plenty organization, an NGO which was created since 1974, has the mission to help 
protect and share the world's abundance and knowledge for the benefit of all. Plenty 
supports economic self-sufficiency, cultural integrity and environmental responsibility 
in partnership with community groups and organizations in Central America, the U.S., 
the Caribbean, and Africa. Plenty has long promoted sustainable agriculture and a 
plant-centered diet as a way to feed more of the world's people. (Plenty 2009.) Soy 
foods has been provided in Guatemala since 1978. Plenty has been providing various 
assistances on different programs such as Agriculture Services, Food Processing, 
Marketing and Nutrition Awareness Services, and Soy Food Development based on 
soy recipes from the Caribbean (Plenty 2009). 
 
Save the Children 
Founded in England in 1919, Save the Children has been working persistently to be the 
leading independent organization in helping children. It helps improve the nutritional 
status of children in eight districts in the Central and Artibonite provinces in Haiti. The 
organization monitors children's nutrition, provides food to pregnant and lactating 
women, and malnourished children; improves community health and nutrition 
practices and promotes improved agricultural production and marketing to bolster 
local economic growth. Guatemala has a significant level of chronic malnutrition and is 
in Save the Children target areas. For Honduras, the organization has PROGRESA, a 
food program to improve children health and nutrition. (Save the Children 2012.) 
 
Feed The Future 
Feed the Future is the United States Government's global hunger and food security 
initiative. Although the organization is young, founded since 2009 under President 
Obama Administration, it raises an ample fund from U.S. government and other 
developed countries. It supports country-driven approaches to address the root causes 
of hunger and poverty and forge long-term solutions to chronic food insecurity and 
undernutrition. (Feed the Future 2009.) The organization has been delivering nutrition 
messages and services in Haiti. It also helps strengthen the resilience of vulnerable  
populations and improve nutrition in Honduras. In Guatemala, the organization assists 
in improving access to health and nutrition services to prevent and treat 
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undernutrition. (Feed the Future 2009.) Feed the Future stay focused on food aid 
programs for those three countries. 
 
In summary, the finding involves the lists of NGOs contacts and responded NGOs. 
The finding also proposes three prospective organizations. Three organizations (Plenty, 
Save the Children and Feed the Future) represent 2 types of organizations: non-
governmental, and governmental organization. All of them have specific programs to 
tackle malnutrition in the target countries. The company can address them as to 
working closely for funding the project and setting up the distribution network. There 
are a small number of orphanages who are interested in the company’s offering of soy-
drink powder. The report is limited to not go into that detail. The company however 
welcomes all orphanages and organizations to participate the project. 
 
4.3.5 Supply chain management and logistics 
In this part, the supply chain is studied through financial, physical and information as-
pects. The whole analysis is carried out with the market-driven supply chains perspec-
tive, prioritizing the customer. The goal is to come closer to being ‘customer-centric’. 
Initially, the malnutrition issue is analyzed and subjected by food-aid, organizational 
distributors and addressed through them. Upon the malnutrition level, the organization 
will order for food supply. The information (Figure 20) to us is very important. Cus-
tomers’ value (customers’ needs and requirements) through orders should be assessed. 
Their requests are our command. The company will place them in order of priority and 
put each of them through to the manufacturer in a purchase order. This process in-
volves translating customer requirements into an offer. This is to match customer val-
ue with our value proposition before our supplier makes and delivers the product to 
their ports. Through the information in a supply chain system, the company learns 
how to cope with the market successfully. The supply chain strategy will be therefore 
developed. 
 
Figure 20. Information flow - BNR integrates upstream. 
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To be able to provide soy-drink powder for the processed order, the company needs 
financial activities. The financial aspect of BNR Global’s business was studied and ana-
lyzed. It involves the monies going directly to the company or indirectly to common 
funds under a cooperative agreement. The funds entrusted to our company will be 
used for subsidizing, facilitating and maintaining the production and distribution. They 
will be subject to review if needed. However, the payment process is agreed (Rieke, P. 
12.9.2012) to not disclose in the study. The flowchart below (Figure 21) shows how 
money turns out to be goods for distributing from USA ports.  
 
 
 
 
 
 
 
Figure 21. Financial flow chart - BNR’s funding & spending. 
 
The product holds a financial value as it is the company’s asset. The physical distribu-
tion is the movement of the firm’s finished product to its customers (Czinkota & Ron-
kainen 2007, 524). The NGOs participate the supply chain with the role of a distribu-
tor and children are the ultimate consumers. The movement of products is displayed in 
the physical flowchart below (Figure 22), expressing how the product flows out and 
will be distributed.  
 
 
Figure 22. Physical flow chart - BNR integrates downstream. 
 
The product is created for orders. The production process takes place at the contract 
manufacturer’s bases. The product bears the label of BNR’s brands but the company is 
Funds Production (US manufacturers) Product at USA ports 
BNR Global 
Financial agencies 
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not actually involved in the delivery process. This is because BNR Global has no per-
manent warehousing. However, the customers have the warehousing. In the case of 
JuicySoy, we ship either to freight forwarders in USA who have warehousing or direct 
to relief agency overseas. They are responsible for warehousing and distribution. Thus, 
there is no inventory of JuicySoy other than for sampling at BNR Global. As soon as 
the product is made it is shipped to the organizational buyer from USA ports. The de-
livery process is handled by the contract manufacturer. 
 
In short, through the flowcharts, a good integration, both upstream and downstream is prereq-
uisite in supply chain management of the business project. This requires a good prac-
tice of business activities, and supply chain strategy and management. 
 
The major flows along a supply chain have been clarified. The good point in supply chain 
management study is that, the supply chain comprises a network of partners and their 
roles. There is a way of expressing this in the following definition which is basically 
similar to the initial definition in the literature. The supply chain is the network of or-
ganizations that are involved, through upstream and downstream linkages, in the dif-
ferent processes and activities that produce value in the form of products and services 
in the hands of the ultimate consumer (Christopher 2011, 13). Considering to the case 
company, the supply chain BNR Global is playing within is a network (Figure 23) of 
partners such as suppliers of needed ingredients, manufacturers(suppliers of BNR’s 
products), distributors and final customers. Our suppliers of JuicySoy can have their 
own suppliers of the ingredients. The company does not necessarily need to have to 
deal with the supplier of needed ingredients. Getting the input for the production is 
covered by the manufacturer (supplier of BNR’s soy drink powder).  
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Figure 23. The linkages of marketing-logistic, the value chain and supply chain. 
 
The company can build a distribution channel based on the relation above regarded as 
the linkage in distribution management. Channels of distribution, according to Czinko-
ta and Ronkainen (2007, 414), provide the essential linkages that connect producers 
and customers. The linkages in all the figures above are intuitive. They will be consid-
ered furthermore in the discussion part as to develop the finding. The goal is to design 
a distribution channel for the company by skills in channel designing and structuring. 
The value chain and export operation perspectives are involved in the design of the 
distribution channel. 
 
Figure 24 The activities on market-logistic (logistic aspect of the project).  
 
The business practice of the case company for the target market does not necessarily 
include the activities on warehousing and inventory. All can be done by outsourcing. 
The outsourcing (Figure 24) occurs when the company makes a purchase order after 
processing its customer’ order. With a formula given by the company, the contract 
manufacturers order all ingredients and make the products to the company’s needs. All 
can be done by them. They take care of the production, warehousing and inventory 
and cover the transportation. Shipments to our distributors are guaranteed by them. A 
letter of credit is recommended in case the company works with the organizational 
buyer having little reputation. However, cash in advance is always a preferred method. 
 
To sum up, the finding involves a good integration of upstream, downstream activities and logis-
tics. Such an integration is extremely important to generate success in the business pro-
ject. The finding indeed contributes to the supply chain and logistics management, and 
strategic planning decision of the case company. Through the finding, the design of the 
supply chain and the development of the company’s logistics activities (see discussion for 
more details) are feasible. 
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4.3.6 Financing for the project 
Grants and subsidies are all different depending on the agency. The monies within 
them are different upon every program. The governmental grants are inquired and re-
searched for the business project of the case company. The knowledge of USA gov-
ernmental grant programs and the ability to research for the grant program are re-
quired to ascertain the appropriate ones (concerning eligibility and deadline). The grant 
programs when found are assessed to make sure that they relate to what the company 
is doing and they are worth trying. The referrals from the responses to the inquiries 
assist the research work for the finding of the applicable grant programs. The U.S. 
governmental website was studied to analyze among the grant programs the grants 
which relate to our product and which are appropriate and worth trying. It’s also a 
good place to seek funding for an NGO outside their donor base. The list below 
shows the related grants in green field. 
 
 
Figure 25. Grant programs for financing the project (E-Grants Initiative 2012). 
 
The first three of them (Figure 25) are the most related and applicable for funding the 
project and assisting the NGOs. The amount of money if granted to us can meet the 
initial need of $2M and the ongoing need. We are planning to apply for these grant 
programs. BNR’s financial staffer is looking into more details as to complete the appli-
cation.  
 
In essence, we are going after any grants (governmental and private) which are eligible 
for us and for our distributors, the NGOs within our network. The NGOs obviously 
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have benefits from partnering with us as they can be either subsidized or assisted with 
funding and fundraising program. For NGOs, the way they finance a product like 
JuicySoy is one of four ways: 
 
– Internally through appealing to their donor base. 
– Externally by allowing BNR to help with new sources of funding and fundraising 
website pages and social media. 
– Partnering with other NGOs and governmental organizations which have money. 
– Combination of the ways above.  
 
The study is limited to not detail all the financial activities. Once funds are raised, BNR 
Global will have JuicySoy made and shipped wherever the NGO asks.  
 
In summary for this chapter, the applicable grants are Nutrition security program in 
Haiti; APS food security, nutrition, biodiversity and conservation; and Agricultural 
food research initiative, fundamental program. They are worth trying and applying. The 
case company is preparing the applications to submit for them. 
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5 Discussion and Conclusion 
This chapter of the thesis is mainly to review answers to all research questions in pre-
vious chapter about the findings as to draw the conclusion to main research problem. 
With the findings above, the company goes about making new product. The business 
project is progressing with following advantages : a clear-vision of the market demand 
and target market, the flavorful soy-based drink powder mixes, prospective manufac-
turers (Attachment 16) (covered by the company) for more production capacity in case 
there is a significant growth in demand, and the source of financing for the ongoing 
project. 
 
5.1 Value chain from a new product 
The creation of BNR Global’s new product is disclosed in this chapter with details as a 
result of the selection of the target market, the industry analysis, and the firm analysis. 
The company is developing and making available and affordable a pleasant tasting soy-
based powdered drink mix, high in protein, fat and carbohydrate content and contain-
ing the necessary vitamins and minerals to aid in children's proper physical and mental 
development. The findings in the study along with the progress of the business project 
supported us to currently invent 2 types of the new product with 7 flavors each: 
 
– JuicySoy  (for developed world) 
– JuicySoy World  (for export to malnourished areas) 
 
In this study we only focus on the world version as main efforts are to help starving 
children in malnourished areas. JuicySoy World is best tackling starvation, hunger, 
malnutrition, undernourishment (Rieke, P. 12.9.2012). 
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Product Specification 
 
 
Figure 26. Product characteristics (JuicySoy 2012). 
 
In short, JuicySoy is a ready-to-use powder containing rich soy and essential ingredi-
ents to provide a high amount of calories, protein and vitamins for children. It is very 
easy to use by just adding some water. Also, JuicySoy with 1/3 less water is a creamy 
thick shake. The advantage of JuicySoy is that, the soy-based powder is easy for any 
shipment method, preferably bulk shipment by sea cargo. Another advantage of the 
product is that, it has one year shelf time, ideally for the storage, distribution and use. 
The high sugar content will be attached in JuicySoy just like PlumpyNut (mentioned 
ealier). Since sugar is needed for the emergency response to the malnourished areas, 
the response is to give quick immediate energy to kids and over longer term they 
would be better off with other food products with less sugar and more balanced diet. 
We are simply solving immediate problem (Rieke, P. 16.10.2012). Also, JuicySoy will 
work on over similar drinks with less sugar over time. We inspire and integrate the 
Nutritional Information:  
Serving Size 1 cup (40 g) 
Servings per pouch: 1 
Amount per serving:  
Calories…………………………170 
Fat Calories……………………... 60 
% Daily Value:* 
Total Fat…………………………. 7 gr  11% 
Saturated Fat……………………...3.5 gr  16% 
Trans Fat…………………………. 0 gr. 
Cholesterol………………………  5 mg.  1% 
Sodium………………………….   130 mg.  5% 
Total Carbohydrates……………...  23 gr.   8% 
   Dietary Fiber…………………….  0 gr.  0 % 
    Sugars…………………………..  23 gr. 
Protein…………………………….    7 gr.   14% 
Vitamin A: 15%  Vitamin C: 4%  Calcium: 25%   Iron: 10% 
*Percent Daily Values are based on a 2,000 calorie diet.  Your dai-
ly values may be higher or lower depending on your calorie needs. 
--------------------------------------------------------------------------------- 
INGREDIENTS: Sucrose, Soy protein isolate, palm oil, dairy solids, 
sweet dairy whey, calcium phosphate, soybean oil, monoglycerides, soy 
lecithin, natural and artificial flavors, vitamin A(palmitate), vitamin C, 
zinc oxide, vitamin D, reduced iron, vitamin B12, sulfur dioxide, ribo-
flavin, potassium iodide and beta-carotene (for color). 
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product concept of “dance, youth, and high energy” around JuicySoy. More details 
about the product can be reviewed (Attachment 9;Attachment 10). 
 
Production 
The company has this part covered with several contractual manufacturing agreements. 
It has started with contracting at Carolina Ingredients out of Rock Hill in North 
Carolina and Tipton Mills out of Buffalo, South Carolina but as demand grows we will 
place at other factories. Wixon out of Wisconsin is regarded as the most potential. As 
the project grows in a year or two, the production can be allocated at other plants with 
proximity to malnourished children and needed ingredients. The manufacturers that 
agree to the term of BNR Global’s subsidizing have to make sure the production and 
capacity for a myriad of JuicySoy packs. The asking products have to meet all details, 
e.g. nutritious information, using and preserving conditions. 
 
In short, the product turns out to have distinctive characteristics above which 
consolidate the product value and value chain of the case company. This reinforces the 
competiveness of the company. 
 
5.2 Financing the business project 
In this business project, we need upfront grant for R&D and marketing of about 
$50,000 and ongoing subsidy that would cover 80% or more of all manufacturing costs 
on an ongoing basis. The need is unlimited but we would start with $2M (millions) 
request for testing if it works, then ask for $10M for ongoing program. (Rieke, P. 
24.9.2012.) From the company’s perspective, we would prefer 100% subsidy but will 
settle for 80%. The finding of suitable grant programs is important because the 
business project will be ongoing financing needed. The company is seeking for at least 
50% financing. (Rieke, P. 24.9.2012.) Financial part is the most important. Without the 
subsidy and/or grants we know the project won’t work. Countries are too poor to pay 
for it. Thus, for the project to work out, it requires subsidies and then charities to buy 
at remainder of cost.  
 
The concept of a “JuicySoy” dance is being brought into public through the company’s 
product, marketing and promotion strategies. Someone would immediately begin 
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dancing if he or she hears “JuicySoy”. Dancing is universal around the world. JuicySoy 
Dancing will allow for “Flash Mobs” in cities around the world, exposure in TV, 
Youtube video dance contests, dance fundraisers for NGOs at various venues all over 
the world, and creating a lot of buzz around JuicySoy very inexpensively. JuicySoy, as a 
brand name, is growing and spreading globally through dancing clips on Youtube and 
social media, people like it and talk about it. All this work is raising public attention to 
the presence of JuicySoy and therefore assisting the fundraising activities, both 
governmental supports and private donors. Moreover, we found that there’s an added 
advantage of working with NGOs on financing of JuicySoy. We will consult with them 
on setting up fundraising pages on web and linking them with governmental agencies 
to help them find the money. BNR Global also finds out governmental grants and 
either completes grants in partnership with NGO or recommends NGO complete the 
grant in partnership with BNR Global for JuicySoy. The grant application can be 
strengthened by partnering with a distribution partner. NGO provides the distribution 
part and BNR Global provides the manufacturing side. These movements are actively 
planned to go ahead in progressing and gearing the business project to help saving 
children.  
 
Financial spending plan 
Most of the funds will be divided into subsidy packets. The rest will be used to ease the 
packaging, branding, marketing and promotions. The subsidy packets are used for the 
production and distribution of JuicySoy. Most of them will be sent to the manufactur-
ers of BNR Global’s products upon the contractual agreement. Other packets of mon-
ey and JuicySoy products will be used as subsidies to the NGOs. The level of subsidies 
to the manufacturers and the NGOs may vary and may be different upon BNR Glob-
al’s funding policy and assessment of those potentials.  
 
In conclusion, the product concept and value have been considered for the financial 
funding strategy. The distribution aspect has also been considered. The possibility to raise 
more public attention to the project and work with the NGOs for the financial application is 
investigated. 
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5.3 Distribution and business model 
Distribution 
As the business project is facilitated by all the study, the company is getting to have 
everything in place. The distribution is the most important of the project. The 
distribution in the project is associated with the NGOs who are having aid programs 
and projects in malnourished countries. Distribution through them is the best way for 
helping malnourished children. Besides, BNR Global has a strong link to Agricutural 
agencies and some NGOs. This study actually enlarges the current network of the 
company by having the NGOs listed in spreadsheet, contacting the NGOs, and getting 
some of them interested in the company project. The interested NGOs will have the 
products subsidized by the company. It is BNR Global to consider the level of subsidy 
to each NGO because the word “subsidized” can have several levels of means from 
100% subsidized to 1% subsidized. 
 
The NGOs have their own distribution channels. It is up to their organization to de-
cide on how the product is delivered to every child. Although the study focuses on 
NGOs working on Caribbean projects, we are not limited to work with NGOs from 
other areas if they are financial sound, reputable, reliable or willing to work with us. 
 
To ease the distribution from USA ports to target destinations, the company always 
offers bulk (.lbs) pricing and Freight On Board(FOB) pricing. Pricing cannot be re-
vealed at the moment. Due to the characteristics of the product, shipping in sea cargo 
is possible with a care to the dry environment when placing the product on board. 
 
The NGOs are of all sizes, as we have discovered, from very small (running orphanage 
in a country) to very large (Save the Children). They are most keen on getting 
JuicySoy. For small NGO, we will have to help them most likely with all transportation 
issues from factory in USA to their port (Haiti for example).  However, they may have 
freight forwarders who can help them and take product in port cities in USA. Once 
product is paid for by NGO, it will travel in their name to USA port and then to final 
port destination and then to inland warehouse and then to school, church and clinic 
for distribution to kids. All can be handled by BNR Global, freight forwarder and 
NGO in most cases. On BNR Global side, Agricultural officers (USDA and American 
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Chamber of Commerce) are the export facilitators (Attachment 15). Their assistance is 
very helpful for the company to learn about export document and trade barrier. We are 
in final phases of testing formulation and will start small with orphanages in Haiti be-
fore we go with the larger relief organizations (Save the Children, Plenty Organization 
and Feed the Future). 
 
 
Figure 27. The integral flowchart. 
 
The integral chart (Figure 27) shows the integration of the three main flows described 
in previous chapter. It clearly displays the linkages of information, physical distribution 
and financial aspects. In our exporting approaches (Figure 28), we do not export 
through the export management companies but the NGOs instead. The NGOs play a 
role of the domestic or foreign distributor (depending on their location). There are 
U.S. based NGOs and NGOs from abroad. They are involved with distribution of our 
product to the target countries where the ultimate consumers are starving children. 
The freight forwarders may participate on NGOs side to assist the distribution. 
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Figure 28. Contractual manufacturing - Entry/Operation Modes – Value chain per-
spective. 
 
As a summary of the analyses, the integration of the value chain, export approaches 
(operation modes) and manufacturing outsourcing is expressed (Figure 28). It is the 
paradigm of supply-chain management, where a series of value-adding activities con-
nects a company’s supply side with its demand side (Czinkota et al. 2009, 309). Among 
those activities, the company can be involved in an indirect or direct export approach. 
However, the end result is similar whether the activities are direct or indirect. (Czinkota 
et al. 2009, 223). The supply chain is also implied in the figure above (Figure 28) as it 
involves all the processes. Moreover, all type of value chains are embraced by the sup-
ply chain management (Figure 29). The distribution channel of the case company can be 
designed as below. 
 
 
 
 
 
 
 
 
Figure 29. Diverse value chains bound in the supply chain management. 
 
The company should interact the market logistics activities (Figure 28) with the supply 
chain management (Figure 29) for an optimal result. In brief, the integral flowchart, the 
our value chain channel value chain customer value chain supplier value chain 
our industry 
BNR Global NGOs children 
(customer’s 
customer) 
Supplier 
Supply chain management 
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interpretation of logistics activities from value chain and market entry perspectives, and the distribution 
channel have been all developed for the distribution strategy and management of the 
case company as for the distribution of the new product. 
 
Business model 
The charts and the analyses have detailed the company’s business model which was 
simply designed in the literature section. The business model which looks simple as 
below is indeed a composition of the results from analyzing the business model’s com-
ponents and the flowcharts. The analyses help the researcher to clarify business con-
cepts and design a business model. 
 
 
Figure 30. The functionality of the business project. 
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Figure 31. Business model for BNR’s strategic planning, analysis and development. 
 
The business model was fortified by the analyses of its components and the relation-
ship among them. The business model (Figure 31) and its functionality (Figure 30) ap-
plying for the target market could also apply for any other markets where malnutrition 
and insufficiency of food supply exist. The business model functions well as the value 
chain, the supply chain, the product function and the distribution are in place with the 
financing planning. The study stays focused on the distribution part of the business 
project. However, in the future the company can also include a few more studies (mar-
ket trends, product differentiation and development) and analyses (PESTE analysis, 
SWOT analysis and Ansoff matrix) to enhance the model. Since the product appears to 
be considerably needed in less malnourished areas and developed countries as well, it is 
only a matter of time before we have a big distribution network.  
 
In summary, the supply chain, the functionality of the business project, and the business model have 
been developed through the findings and discussed with theoretical knowledge and 
practical perspective. Besides the utmost importance of financing and distribution of a 
new product and the business model for the business project, marketing and promo-
tion strategies should be planned and prepared deliberately as they are one of the key 
successes for a trading company like BNR Global.   
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5.4 Research reliability and validity 
5.4.1 Reliability 
According to Saunders et al. (2009, 156), reliability refers to the extent to which data 
techniques or analysis procedures will yield consistent findings and the transparency in 
how sense is made from raw data. The research reliability is concerned with the meth-
ods used in primary and secondary data collection and analyses. 
 
Primary data 
Saunders et al. (2009, 363) asserted the type of questionnaire will dictate how sure the 
researcher can be that the respondent is the person whom the researcher wishes to 
answer the questions and thus the reliability of responses. The questionnaire sent to an 
organizational email address could have been answered by any person who has an ac-
cess to check the e-mail. The respondent could have been unfamiliar with soy-based 
drink powder mixes particularly. In worse case, he or she may not cover the target 
countries or even the respondent is not an agricultural officer. This appears sometimes 
in the survey data collection as the respondents’ names and roles can be checked. 
Saunders et al. (2009, 363) agreed that if the respondents have insufficient knowledge 
or experience they may deliberately guess at the answer, a tendency known as unin-
formed response. This could be the reason for unclear answers. These issues could 
have somewhat affected the reliability of the research. 
 
Respondents to the questionnaire are relatively unlikely to answer to please the re-
searcher or because they believe certain responses are more socially desirable (Saunders 
et al. 2009, 365). To the feeling of the respondents, it seems needy and demanding in 
asking for their responses. The respondents could have been overwhelmed by a list of 
questions; thus, many questions of the surveys were neither fulfilled nor answered. In 
this case, Saunders et al. (2009, 365) believed the type of questionnaire will affect the 
number of people who respond. These issues somewhat disrupted the reliability of the 
research.  
 
Secondary data 
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For all secondary data, a detailed assessment of the validity and reliability will involve 
the researcher in an assessment of the method or methods used to collect the data . 
The assessment involve looking at who is responsible for collecting or recording the 
information and examining the context in which the data were collected. (Saunders et 
al. 2009, 276.) This was considered in conducting the research. Saunders et al. (2009, 
156) saw subject or participant error as a threat to reliability. Secondary data collected 
through a survey with high response rate are also like to be more reliable than from 
that with a low response rate. For some documentary sources, it is unlikely that there 
will be a formal methodology describing how the data were collected. The reliability of 
these data may be difficult to assess. (Saunders et al. 2009, 276.) Although the re-
searcher considered the suitability of the data available on the internet, the reliability of 
the research could have been affected due to flawed assessment.  
 
5.4.2 Validity 
Validity relates to the data collection methods and the research findings. In data collec-
tion methods, validity is the extent to which the methods accurately measure what they 
were intended to measure. In addition, the validity of research findings are really about 
what they profess to be about. The two aspects of validity are tightly related into each 
other because if there are doubts that the data collection methods do not measure what 
they claim to be measuring, then also the research findings become questionable. 
(Saunders et al. 2009, 603.) 
 
Although personal knowledge and judgment are quite important to assess the answers 
and draw results from findings, they could have been subjective and biased. Thus, they 
could have somewhat disrupted the reliability of the study. The arguments and the ex-
planation in the writing can be rather empirical, deductive, and/or hypothetic. This 
could have somewhat affected the validity of the research. 
 
Primary data 
Construct validity refers to the extent to which the measurement questions actually 
measure the presence of those constructs the researcher intended them to measure. 
This term is normally used when referring to constructs such as attitude scales, apti-
tude and personality tests. Validation of such as constructs against existing data is diffi-
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cult. (Saunders et al. 2009, 603.) The scales in the research may not have well demon-
strated the respondents’ attitudes. The validity could have been diminished. 
 
Secondary data 
Saunders et al. (2009, 277) stated that deliberate distortion occurs when data are rec-
orded inaccurately on purpose, and is most common for secondary data sources such 
as organizational records. Two data collection methods were adopted for the research. 
Saunders et al. (2009, 277) noticed measurement bias occurs due to the changes in the 
way data are collected. Their notice was considered in conducting the research. Other 
than this, the validity may be affected by flawed, organizational records. The data col-
lected from various websites on the internet may be outdated and stale. It would be 
best if the data about the situation of every country in question is up-to-date, prefera-
bly year of 2011 or 06/2012. The demographic data in different years resulted in a 
comparison table of countries could slightly decrease the research reliability. Besides, 
Saunders et al. (2009, 156) reminded that there may have been observer bias. Few as-
sumptions in the research may need to be testified with further researches and practic-
es. Therefore, the validity of the research could have been reduced.  
 
Furthermore, it may require regulatory reviews and permits from host country (in mal-
nourished zone) to have an approval for either commercial products or humanitarian 
assistance type products. The researcher was suggested by Mr. Carrillo (P. 27.9.2012), 
USAID Food for Peace Officer & Mission Disaster Relief Officer, to do a separate 
research specifically on own countries regulations and laws regarding to new foods for 
malnourished children. However, the timeframe of the research is rather limited for 
that kind of research. Otherwise, it could be more valuable if country-specific re-
searches could be attached to the research. 
 
5.5 Ethical points of view 
Overall responsibility of the company 
Today companies should think of ethical norms in business planning process, business 
practices, decision making process and growth strategy. The case of Nestle company 
described in the industry analysis is just an example. The development of new technol-
ogies in social networking allows people to have an observation about the company’s 
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reputation. Years of winning fans and customers can be lost in seconds because one 
unethical decision resulting in millions tweets and blogs. BNR Global therefore has to 
be cautious in the ongoing processes and future strategies. The company should pay 
attention to the production formula and the packaging of JuicySoy. The formula 
should be kept confidential. BNR Global and its suppliers need to be sure of the right 
content in each JuicySoy pack because every pack with wrong content may harm the 
reputation of the company. The suppliers involved in the production of JuicySoy must 
share the company’s responsibilities. They have to remain responsible in the produc-
tion process even after their contract is terminated. 
 
Business project with ethics 
In developing countries, a third of all deaths in children under the age of 5 are linked 
to undernutrition (World Food Programme 2012). We want to change the fate of many 
children in third world countries and starting with health and nutrition can only be a 
good start. We would like to bring nurture and future to their children because nutri-
tion is something that is easy to overlook. From the ethical points of view, the project 
which I am devoted and dedicated to do is meaningful to help children in malnutrition 
with a new food item known as soya-based, highly nutritious drink powder mixes. We 
ensure the quality and nutritional content of the product with respects to the children 
health, local environment and local regulation.  
 
With the aim to help children worldwide, when doing all studies in this thesis, I am 
fully aware the more researches and contribution from me the sooner and the more 
children will get helped. As the facts in the articles and reviews about children in mal-
nourished countries arouse me so far, the image of children dying everyday due to 
malnutrition keeps reminding me to work harder and put more efforts in my work. 
Every hour of every day, 300 children die because of malnutrition. Tonight, one in 
seven kids in the world will go to bed hungry. (Save the Children 2012.) 
 
5.6 Reflection 
With the development of social networking, the real facts of world hunger and starva-
tion reach developed countries in seconds.  However, to respond to the world hunger 
takes years of research and development, planning, and financing. Today, technology 
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and global resources are brought together to address the problems of the world starva-
tion and malnutrition. International and global organizations, multinational corpora-
tions, and NGOs share their resources and technologies to fight hunger. As a result, a 
significant number of highly nutritious products were developed and manufactured to 
fight malnutrition. Most of them are highly ready-to-use nutritious food, powders for 
food, peanut-based pastes, and baby formulas. BNR Global joins the stream with its 
JuicySoy invented through the current business project as a drink supplement catego-
rized together with other food aid items. 
  
As far as more supports BNR Global is gaining from the U.S. government and NGOs, 
the business project is growing to be part of the company’s business proposing a plen-
tiful supply to the market where people and children are dying of starvation and mal-
nutrition. The whole study responds to the need of product distribution and project 
funding. When we have everything in place, the project with clarified business model 
can expand to more markets in many needy countries. 
 
Further study researching the NGOs’ activities and buying behaviors should be taken 
into account. Every organizational buyers have different purchasing powers. Previous 
working experience between BNR Global and institutional buyers is the company’s 
advantage but the company may need to study more about foreign NGOs as to review 
their purchasing powers from varying degrees. Besides, there are broad opportunities 
for BNR Global to partner with many different individuals and organizations to help 
raise the awareness of the business project as to bring JuicySoy packs to millions of 
malnourished children worldwide. Also, the company can consider building loyalty 
relationship with the NGOs and developing loyalty programs.  
 
Other studies to progress the company’s business project involve the continuing study 
on the market aligned with per-country reports to tackle malnourished areas and re-
gions, and the on-going contacts with the agricultural specialists and institutional buy-
ers. Strategic planning, production and development strategy, and market penetration 
strategy will be considered along with contracting new partners for maintained sources 
of soy and sugar. All current and ongoing activities are for the development and ex-
pansion of the project as the company is always looking to more markets. To facilitate 
the company’s distribution and to ease the company’s export to other countries, I am 
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going to keep up the correspondences with Agricultural experts and research for more 
information to make some more reports per host country about customs and regula-
tion, reports for product development and branding (more flavors, more assortments 
of products) and marketing reports. We are currently working on R&D to diversify the 
soy-based drink powder mixes for children by genders, ages and special dietary and by 
flavors. My suggestion and contribution at work will meaningfully assist the company 
with further success and development.  
 
This bachelor thesis turns out to be an important part of my life after sixteen months 
at work for the case company. My own learning and development through the whole 
work are more than expected. It is more than a personal interest of processing BNR 
Global’s projects because the business project to help save children in malnutrition and 
starvation is very meaningful to me. Besides the business letters I send everyday and 
the application of business studies and theories, I gained more confidence in working 
for the project. The applications and forms are either prepared by the company or dis-
patched to inquire and request for the possibility to be granted and funded. There are 
also some applications we receive from the NGOs asking for their possibility to be 
subsidized by us. 
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Attachments  
Allen Kelley is the alias the author has been using for over a year in correspondence 
with the U.S. officers as with an American name, so that they definitely have no 
question about the sender of the emails. Generic emails were sent to many officers and 
agents with a small change in country upon the inquiry. Respondent names are taken 
away from the appended letters below but they are listed in spreadsheets in another 
appendices as the records the author is keeping in working for BNR Global. The 
correspondences are also kept privately and confidentially. The purpose is to remain 
anonymous and confidential for the NGOs’ contacts. Thus, only the data from 
respondents’ answers was disclosed and analyzed in the study.  
 
Attachment 1 (Q1) 
The email below is the first step of the research. It was sent to ask for professional 
advices. 
 
Dear respondent name, 
 
BNR Global is creating a soy-based, highly nutritious drink powder mix for 
distribution in countries where there is malnourishment and starvation.  We plan to 
distribute through charity agencies and governmental agencies.   
  
Can you put us in touch with some agencies in Dominican Republic and surrounding 
countries which would be interested in being our distribution partners?  We will be 
glad to contact them with a name, phone and email address.   
  
IN addition you might be able to help by linking us with any USA government grant or 
subsidy programs which are geared to exporting aid to needy countries.   
  
Thank you. 
  
Best regards, 
 
Allen Kelley 
Marketing & Sales Assistant 
 
 
www.bnrglobal.com   www.dryfoods.homestead.com   
"Understanding Your Food Needs" 
My profiles:      Youtube Video showing our Dry Food Powder Capabilities 
Contact me: BNRGLOBAL LinkedIn Profile of Allen Kelley 
Office: (704) 333-6699 Fax: (516) 303-0075 
  
 
Attachment 2  
(questionnaire survey) 
 
Dear respondent name, 
 
JuicySoy is The Nutritious Drink Mix which is helping fight malnutrition and starva-
tion all around the world.  JuicySoy is soy and dairy based and fortified with a proprie-
tary blend of vitamins and other nutrients which create healthy bodies and minds.   
 
JuicySoy is a product of BNR Global in the USA.  BNR Global has been in the food 
export business since 1995.  The creation of a flavorful soy-based drink food mix for 
relief organizations appears to be greatly needed.   
 
Can you assist us in answering the questionnaire (attached)? Your answer will remain 
anonymous. It will be only used within our company and for the purpose of the related 
study. 
 
If you are aware of any government or non-government grants for food aid like 
JuicySoy, please let us know so we can apply. 
 
More information at: www.juicysoy.com and www.facebook.com/juicysoy (Please 
“Like” us). 
 
We are looking forward to your response. 
Thanks you. 
 
(Signatory)  
  
Attachment 3  
(Questionnaire sheet used in the survey) 
1. Type of the organization you are working for? (structure question) 
a. governmental organization  
b. NGO  
c. charity organization  
d. relief organization 
 
2. Have you pursued any activities or any food feeding program related to soy-based, 
highly nutritious drink powder mixes? (extended structure question) 
a. Yes  
b. somewhat related to soy drink powder 
c. No  
d. somewhat related to soy beverages. Please specify: ............. 
 
3. Are you aware of any soy-based products distributed in certain countries to fight 
malnutrition?  If so, which countries? (extended structure question) 
a. Yes. Please name some countries: ..............  
b. No 
 
4. Are you distributing any soy-based food products from the USA currently? (structure 
question) 
a. Yes  
b. Yes but not products from the USA  
c. No  
 
5. Are you familiar with the Soy Cow and how it is used? (structure question) 
a. Yes  
b. No  
 
6. If JuicySoy were SUBSIDIZED  to your organization would you interested in 
distributing through your channels?  (likert scale - structure question) 
a. Yes, very interested  
b. Somewhat interested  
c. Not sure if interested  
d. Absolutely no, soy product is not in our focus 
 
7. Are you willing to be a part of the JuicySoy Dance Movement?  (JuicySoy is also a 
dance – see video on our website below.  We will be offering special awards for 
the best JuicySoy video dances submitted by email at info@bnrglobal.com ) 
(interest scale - structure question) 
a. Yes, sure  
b. Not sure, maybe later  
c. No, thanks 
 
8. Could you please help by linking us with any USA government grant or subsidy 
programs which are geared to exporting aid to needy countries? (unstructured ques-
tion) 
 ............................................................................................................................. ............... 
  
 
 
Attachment 4  
(Questionnaire sheet) 
 
This questionnaire was used to ask around if the Agricultural officers know about the 
grant program. This was also sent to financial agencies. The financial agencies are usually 
private or partially governmental. The details were not included in the writing of the 
dissertation because the thesis only focuses on presenting the U.S. officially governmental 
grants that are applicable for the company and its distributor partners (prospective 
NGOs). 
 
1. Type of organization you are working for ? (structure question) 
 a. governmental organization  
 b. NGO  
 c. Financial agency 
 d. Charity agency 
 
2. What financial support has the organization provided in helping food for relief project ?  
(extended structure question) 
a. USA governmental grant 
b. Non-governmental grant 
c. Subsidy program 
d. Other grants, such as .......... 
3. Is there a form to inquire, request or order for the grant/the subsidy? (extended struc-
ture question) 
 a. Yes, there is a ..... to request for 
 b. No, not available 
 c. Will advise later 
4. To what extent, the application for the grant can be approved? (unstructured question) 
............................................................................................................................. ................... 
5. Will we receive the whole grant or how many percents if approved? (unstructured 
question) 
............................................................................................................................................... .. 
  
 
 
 
 
  
Attachment 5  
Generic emails were also sent to the other organizations. WISHH is of course replaced 
by their organizations’ names. 
 
Dear respondent name, 
BNR Global is creating a soy-based, highly nutritious drink powder mix for 
distribution in countries where there is malnourishment and starvation. We plan to 
distribute through charity agencies and governmental agencies.   
 
We have learned that WISHH currently has activities with soy beverages in both 
Nigeria and Liberia. Could you please be kind to tell us the following: 
1. The activities and soy based food feeding program WISHH is pursuing.  
2. How the soy beverages and soy related products are distributed to the needy 
countries, 
assumed there's malnourishment badly in other countries.  
3. Product of USA? 
4. Is this the Soy Cow machine? 
 
Also major malnourished countries are Guatemala and Honduras to my knowledge. 
Can you please put us in touch with your colleagues who are covering the Caribbean 
basin and Central America? 
 
Thank you very much. 
Best regards,  
 
(Signatory) 
  
 
Attachment 6 
The email was slightly changed to suit the contacting with the other organization. It is 
considered as next level in the research. Generic emails with small changes in name 
and the organization were again sent to every organization to inquire them and learn 
about what they are doing. 
 
Dear respondent name, 
BNR Global is creating a soy-based, highly nutritious drink powder mix for 
distribution in countries where there is malnourishment and starvation. We plan to 
distribute through charity agencies and governmental agencies.   
 
Could you please advise us the following: 
1. Is a charity, governmental or relief organization ? 
2. Have you pursued any activities or any food feeding program with related to highly 
nutritious, soy based drink powder mix? 
3. How the soy beverages and soy related products are distributed to the needy 
countries (please also name some malnourished countries you 
're helping) through your organization? 
4. Product of USA? 
5. Is this the Soy Cow machine? 
 
IN addition you might be able to help by linking us with any USA government grant or 
subsidy programs which are geared to exporting aid to needy countries.   
 
Thank you very much. 
Best regards, 
 
(Signatory)  
 
  
Attachment 7 
 
(revised version of previous inquiry) Q2 
 
Dear respondent name, 
 
JuicySoy is The Nutritious Drink Mix which is helping fight malnutrition and starva-
tion all around the world.  JuicySoy is soy and dairy based and fortified with a proprie-
tary blend of vitamins and other nutrients which create healthy bodies and minds.   
 
JuicySoy is a product of BNR Global in the USA.  BNR Global has been in the food 
export business since 1995.  The creation of a flavorful soy-based drink food mix for 
relief organizations appears to be greatly needed.   
 
Can you assist us in answering the following questions: 
 
1. Have you pursued any activities or any food feeding program related to soy-
based, highly nutritious drink powder mixes? 
2. Are you aware of any soy-based products distributed in certain countries to 
fight malnutrition?  If so, which countries? 
3. Are you distributing any soy-based food products from the USA currently? 
4. Are you familiar with the Soy Cow and how it is used? 
5. If JuicySoy were SUBSIDIZED  to your organization would you be inter-
ested in distributing through your channels?   
6. Are you willing to be a part of the JuicySoy Dance Movement? 
 (JuicySoy is also a dance – see video on our website below.  We will 
be offering special awards for the best JuicySoy video dances submit-
ted by email at info@bnrglobal.com ) 
 
If you are aware of any government or non-government grants for food aid like 
JuicySoy, please let us know so we can apply. 
 
More information at: www.juicysoy.com and www.facebook.com/juicysoy (Please 
“Like” us). 
 
Thanks you. 
 
(Signatory)  
  
Attachment 8 (Product function analysis) 
 
 
 
 
New product to 
fight malnutrition 
Children are end-consumers 
with health body/ relief in their 
malnourishment as an outcome. 
As distributors, the NGOs have 
their projects work well and gain 
more reputation 
Inputs 
- Information about starving spots 
and malnourished situation + infor-
mation about food aid programs 
- Effort from BNR Global and its 
contractual suppliers(manufacturing 
plants) to help children in need of 
new product supplies. 
- Money (yes) for subsidies to the 
suppliers and NGOs distributors to 
gear the business project. 
- Materials: our suppliers must have 
their soy and soybean supported by 
the farmer. 
Product value:   
-Nutritional contents 
in a great taste 
- Numerous flavors 
Company value:  
- Low profit margin 
but goodwill, prestige 
and creditability 
buyers(NGOs distributors) success 
criteria: 
- Speed: immediate response to 
emergent need of malnourished 
children 
- Quality: product value BNR 
Global commits through its product 
- Consistency: they’ll be consistently 
assisted by BNR Global for prod-
ucts or subsidies 
- Cost-value: low price offered and 
maintained by BNR Global  
How is a newly created product 
performed? 
-> See product details 
-> See also exporting approach as 
it’s the way the product is handled 
What’s the cost each time the 
function is performed? 
- Expenses on subsidies to US 
manufacturers and NGOs 
- Freight forwarding cost ( as 
included in FOB price) 
- Other expenses(market, 
promotions, etc.) will be kept 
at a minimum cost 
  
Attachment 9 (Product Specification) 
Product Specification 
September 2012 
 
Product Overview 
Product Code  772 
Product Name  JuicySoy 
Country of Origin United States 
 
Flavors: Vanilla, Chocolate, Strawberry, Malt, Banana, Mango, Pineapple 
Physical Properties 
A soy based, cold water soluble, free flowing powder that is enriched with vitamins and minerals. Col-
or and aroma are consistent with the flavor. 
 
Microbiological Analysis 
The product is free of pathogenic microorganisms. 
 
Ingredient Statement 
Contains: Soy Protein (isolate soy protein, calcium phosphate), Fructose, Corn Oil Shortening (corn oil, corn 
syrup solids, sodium caseinate, BHT and propyl gallate (to protect flavor)), Maltodextrin, Dairy Product Solids 
With Other Natural Flavors, Magnesium Phosphate Dibasic, Xanthan Gum, Vitamin & Mineral Premix [Vitamin 
A (as palmitate), Vitamin D (as cholecalciferol), Vitamin E (as dl-alph-tocopheryl acetate), Vitamin C (as sodium 
ascorbate), Niacin (as niacinamide), Pantothenic Acid (as calcium d-pantothenate), Iron (as ferric orthophos-
phate), Zinc (as zinc oxide), Vitamin B12 (as cyanocobalamin), Vitamin B6 (as pyridoxine), Manganese (as man-
ganese sulfate), Vitamin B2 (as riboflavin), Vitamin B1 (as thiamin mononitrate), Folic Acid, Biotin, Iodine (as 
potassium iodide), Chromium (as chromium chloride), Molybdenum (as sodium molybdate), Vitamin K1 (as 
phytondione) and Selenium (as sodium selenite)], Natural and Artificial Flavors, Tripotassium Phosphate, Dipo-
tassium Phosphate, Salt, and Sucralose. 
 
Allergens 
Soy, milk 
Packaging 
Packaged as needed.  
Shelf Life 
One year when stored in a cool dry environment.  
Manufacturing 
This product is manufactured in accordance with the Good Manufacturing Practices (GMP) for hu-
man food products as established under the United States Food, Drug, and Cosmetic Act and/or other 
applicable requirements. 
  
 
Attachment 10  
(Product labelling)
  
 
Attachment 11 (List of NGOs inquired) 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Thesis writing guideline (will be removed after finishing the writing) 
 
 
 
  
Attachment 12  
(List of the NGOs responded) 
 
 
 
  
Attachment 13 
 (Sample of working process) 
 
Q2: Attachment 4 
  
 
Attachment 14 (Sample of working process)  
 
Q1: Attachment 1 
  
Attachment 15  
(Ag officers for export facilitation) 
  
  
Attachment 16  
(Suppliers of soy- related drink powder on the market) 
They can be potential competitors of the company. All the information was retrieved 
from multiple databases and sources. The principal sources are the trade directories 
both electronic (Alibaba, EC21, and B2B) and non-electronic. Some information was 
sent by Ag officers. The competitors with proximity to the target market were 
displayed in the industry analysis. There are many more of them which cannot be fully 
included. 
  
  
Attachment 17  
(U.S. manufacturer with the ability to produce JuicySoy) 
An extra assignment was also proceeded to ascertain some prospective manufacturers 
in case the demand soars. This isn’t featured in the writing of the dissertation. 
However, it’s good to include for the clear picture of the business that BNR Global is 
pursuing. 
 
  
Attachment 18  
(raw data of children aged <5 years being stunted) 
